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TIM O'NEILL 


Managing Director 
SUN ADVERTISING LIMITED 


Earlsfort Mansions, 


Earlsfort Terrace, 


Dublin. 


Telephone Dublin 52956 (5 
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SiMPLEX MILKING MACHINES - COWSTALLS - DAIRY EQUIPMENT - FARM MACHINERY 


SIMPLEX DAIRY EQUIPMENT COMPANY 
(EIRE), LIMITED 


(incorporated in Engiand) 
Directors 169 PEARSE STREET - po 
| £. M. Bown-Suire 


a. J. Games 
(Cheirmen) 


A. Peasort 
(Managing Director) 


AP/- 


yous Rar 


on eer 
J 


4th March 1955 


TELEPHONE: 72729 
Teieoeams: ~Depuiaston,” Dowirn 


The Irish Farmer's Journal, 


we recently inser 
our Journal advertieing “Ideal Buildin 
astonished to receive 9 replies from this one 

nave veen successful in 


advertisement. So far, we 
selling twenty-three buildings. 
This is one advertisement 


definitely sey paid us well and we 
the best medium of contacting farmers 


country. 


which we can 
consider your 
in this 


faithfully, 
Equipment Co. 


EXTRACTS ‘p ad LX 
« “tS FRO : 
M OUR PILES Maneging Director. 


~+- ON your pa 
for seed os per of Jan. 8th 
vats, . 1955 
and quick) barley and potat | gave you at 
y disposed f 2s for sale TY out with at 
of my goods >. . * - To this one ed. Is wo-inch double col ed. 
» ~ eceived forty —_ 
ytive re 
ples 


Yours 
(Eire) Ltd. 


Simplex Dairy 


e- P 
++. Irom enc 
t Wuiries we rece Major N 
”y the majority of | receive from every pa, wor N. F. Chance, Mange 
We also wish = reland’s most prospe ¥ part of the count mmninghom, Co I 
° rc ry ees 
compliment you on th ous farmers, ¥. we believe that it is read 
@ standard < ca 
f the 
e- . paper. 
+++ it woul Nrecter, D 
id appear from the Ratimompie - Sherrard & Co tag 
€ replies rec eived ort + Tractor Diese a 
“C a8 @ result _ 
of such 


numl 
mbder of 


your readers wh 
© are inter 
este 
ed in mechanising hee ements that the 
arms is ve 
- ry large 


Wishing 
fod ou every - 
It wunt in Eire. success in the furthe 

; er development of 
your paper 

which fills 

a long 


Dwecter 
ime 
sal tape, Done ae, Hi: Mama 

Deron acterers Agouts 


All enquiri 
es to:—Mr 
- J. Carmody, B.Agr Sc. Advert 
, ising Manager 


$ a 
Ir ers 
J L . 2 E 
h F rmer Ournal td 4 ar Isfort Terrace, Dublin 


IRELAND 


Dublin. 
Dear Sirs, 
ted a half page advert in 
ge" and we were 


Journal 


. 


In farms thro 

call iv oe po 
read it from «x ver toc am 
The Irish Farmers pets 
reaches the cream of he 
agricultural market ‘nal 

i. money to spend heiniees 
ore adhaniseg tet ton 
= anising their farms, 
ide are receptive fo new 

as, who study the adver 
tisements and BUY | ' 


bPavd le! 


Audit Paid Circulation 


Feb. 
1953 .... 9734 
Feb. 
1954...12959 
Feb. 
1955... 18471 


At all these Periods the 
IRISH FARMER'S 
JOURNAL 


pac tx tor the_highos 
2 rot paper circulation 


Sup s ee y 
Plement fo , vertiser l 


IRELAND'S most progressive FARMERS? 
ae | 
THES 
— oo — ETTER/ 
ae SOLD 
. ae 
_ Po 
IRISH FARMERS 
JOURNAL 
“FE? tesnles 
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AT THE HEAD OF 
THE COLUMN IN IRELAND 


@ This is the position held in Irish Journalism by the ‘phenom of 


Independent Newspapers Ltd. of Dublin. The reason......? 


Just because the great majority of newspaper readers in Ireland favour these 
publications more than any others in the whole country. And this has been so 
for 50 years. 

The “Irish Independent’, the “*Evening Herald” and the “‘Sunday Independent” 


—individually and in the aggregate—have the highest A.B.C. net paid sales in all 
Ireland. 


Here are the latest Average Net Sales figures as certified by the Audit Bureau 
of Circulations. They cover the six months’ period July-December, 1954. 


“TRISH INDEPENDENT 


ry 
2, 


195,588 


enne — SUNDAY INDEPENDENT 


1 18, 844 380, 995 


* Only Irish MORNING and SUNDAY neu spapersin membership of the A.B.C., 
It has been the privilege of Independent Newspapers, Dublin, for half-a-century 


to be included as a “must” in every significant Irish Advertising Campaign 
released through Irish and British Advertising Agents or placed direct by Advertisers. 


L. C. BLENNERHASSETT E. C. MAGUIRE 
118 Fleet Street, London, E.C.4. coenonaress Independent House, Dublin. 


London Manager : qb Advertisement Manager 
“ereee oF 
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national income point to a steady increase. 
exporter is therefore provided with— 
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The output of products from both industry and agriculture in 
the Republic of Ireland is expanding, and official estimates of 


The United Kingdom 


A rising standard of living in a 
market of three million 


By ‘ADVERTISER’S WEEKLY’ MARKET RESEARCH TEAM 


AKING into account the 

composition and distribu- 
tion of population, as an open- 
ing to a review of this market, 
much valuable information 
can be derived from. the 
Census of Population, Ireland 
(1951). The data so far avail 
able is embodied in Volume 1, 
which reproduces statistics on 
population by area; in 
Volume 2, Part 1, which pro- 
vides information on ages and 
conjugal condition by areas ; 
and in Volume 3, Part 2, 
which provides tables showing 
occupations of men _ and 
women in each province. 
county, county borough, and 
each town of 5,000 population 
and over. 

Occupying an area of 26,601 
square miles, the Republic, at the 
time of the 1951 Census, had a 
population of 2,960,593, consist- 
ing of 1,506,597 males and 
1,453,996 females So far as 
growth of population is con 
cerned, this represents a some- 
what static position; the increase 


since 1946 is negligible and the 

latest Census shows a_ smal} 

decline since 1936 
POPULATION 
DISTRIBUTION 


The population of the province 
of Leinster has increased; that 
of the three other provinces has 
declined. Dublin, with a popula- 
tion of $22,183, is by far the most 
densely populated market; Cork 
has a population of 74,156; 
Limerick 50,820, and Dun 
Laoghaire 47,920. The popula- 
tion of the country, by age 
groups, at the time of the 1936 
and 1951 Censuses, is reflected in 
an accompanying table 

Not surprisingly, the density of 
population is far higher on the 


less fertile land than on the 
fertile. Moreover, despite the 
considerable increase in the size 


of Dublin, which now contains 
over one-fifth of the whole popu- 
lation, the total urban population 
of to-day is still very little above 
what it was a century ago. The 


sex-distribution of the people 
tends to be unbalanced, with a 
marked excess of females in town 
areas and of males in rural areas 
Despite the facts that family 
size is declining and that the 
country loses every year through 
emigration a number of people 
roughly equivalent to one-third 
of the annual number of births, 
there is no doubt about the in 
creasing standards of living 


PROSPERITY POINTERS 


There is much evidence to 
point to this steady improvement 
The quantity of tobacco retained 
for home consumption was in 
1936 8.014.684 Ib; by 1954, 
despite the increase of duty two 
years earlier, it had risen to an 
estimated 13,692,734 Ib. In July 
of last year a total of 2.753 new 
cars had been brought into use 
over 800 more than in the same 
month of the preceding year, and 
the highest figure ever recorded 

In 1936 Aer Lingus, which 
was then founded, operated one 
aircraft only ; during the finan- 


Gal year 1953-4 a total of 
297,081 fare-paying passengers 
was carried and freight 
amounted to nearly 6,700 tons. 


Net premiums for all classes of 


insurance business are now in the 
order of £15 n n annually 
The value of the t ist trade has 
now reached a figure round £30 


million. Much has been done to 
improve the economy of the rural 
areas by electrificatior A total 
of 343 areas. covering 8,903 
square miles, has beer or will 
shortly be, developed, and the 
proportion ol ngs con- 
nected in the completed areas is 
two-thirds of a dwellings in 
these areas I Electricity 
Supply Board has in hand a 
scheme for ef ng power 
stations whicl cost £50 
million 


An extensive plan has been put 
into operation t nent Ltd 
at a cost of £2 1 yn, to raise 
the output of cem« Last year 
showed a remarka ncrease in 
livestock imports from the 
Republic to Great Britain; the 


A characteristic Irish scene 


- 


This is the kind of 
go to the Republic of Ireland for their holidays 


natural beauty of the country 


electrification is progressing in rural areas 


scene that makes 


Pi F Failte 
it clear why so many people 
But apart from the 
industrial production rising and 


sailings of livestock cargo vessels 
had in many cases to be trebled 
Britain's imports of food and 
drink, which in 1945 were little 
more than £26 million, had risen 
by 1953 to over £82 million 

The volume of production 
index for all industries and ser 
vices was provisionally estimated 
at 181 (1938=—100) for 1953, or 
eight per cent above the index for 
the preceding year, and the pre- 
liminary quarterly figures for the 
first two quarters of last year 
showed a further increase of 
some three per cent 


ADDITIONAL FACTORS 


All this is indicative of pro- 


gress and a rising standard of 
living. There are, however, other 
factors which we must consider 


if we are to get a balanced picture 
of this great market 
The report of the Commission 


on Emigration and Other Prob 
lems, published last year, is an 
nteresting document which 


throws considerable light on the 
present situation im Ireland, and 
which also provides a realistic 
background to the more popular 
impression of an unspoilt 
countryside, populated by charm 
ing, unhurried, easy-going people 
with a fine disregard for the more 
material outlook of their counter 
parts in the other countries of 
Western Europe 


Role of 


agriculture 


{HE importance of the agri- 
cultural industry in Lreland 
which was responsible for 31 
per cent of the national income 
in 1953—can be judged by the 
outspoken comment of Sir 
Charles Harvey, chairman ef 
the Irish Management Institute 
Writing in an article published 
recently he declared 
“The industrial development 
of Ireland three major 
obstacles: the inadequacy of 
raw materials, the lack of a 


faces 


@ Continued on page 4 
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The percentage of insured people unemployed 


last year was below the 


1953 figure 


substantial home market, and 


j 


the scarcity of that technical 


skill which is fostered by a 
long established industrial en 
vironment Most industrie 
in the world rely on one or 


more of these for their stat 
and their presence is almost 
essential for the foundatior 
new industry 


RESTRICTING THE SIZE 


As regards agriculture, the 
repom states that agriculture has 
developed in a manner whict 
restricts the volume of agricu 
tural employment and her h 
size of the rural populat Ir 
the light of such a conclusi 
iS not surprising that 
population should hay 
that, with few opportunit 
industrial employment, th 
ward signs of the malaise ! 
be emigration and a high ie 
of unemployment 

Moreover, the conciu 8 
State that the failure to expand 
the volume of agricultura it 
put has, in the opinion of 
Commission, been due in a lar 
part to the system of husband 
and revolutionary changes 
methods of agricultural pr 
tion and marketing are needed |! 
the basic industry is to ex 
in such a way as to keep 
people on the land 


LIVING STANDARDS 


A strong indictment of the 
policy of stock-raising instead of 
dairy farming which, it is argued 
could provide more employment 
was a feature of the report. “The 
disappointing record of agricul 


ture during the past 100 years” 
shows only a 25 per cent in 
crease in the volume of output 
Notwithstanding, the conclusion 
is that agricultural development 
is “unlikely to bring about a sub- 
stantial increase in the size of 
the agricultural community.” 

If this conclusion is accepted, 
superficially at least, the addi- 
tional employment and __ the 
maintenance of, and improvement 
in, living standards must come 
from industrial expansion. Such 
expansion, certainly for the pro- 
vision of consumer goods, can 
only come, failing export markets, 
from a healthy, flourishing agri- 
cultural industry 

And one is inevitably forced 
back to the problem of improv 
ng the efficiency and increasing 
the saleable output of that 
ndustry, which would appear to 


Ploughing under the shadow of Blarney Castle 
fieures the number of males engaged in farmwork is about 421,000 
The area under wheat has been greatly extended in recent years 


hold the key to the solution of 
problems of which emigration 
and unemployment are but the 
symptoms 


Yields increase for all 


the major crops 


N mid-1953 the number of 

males engaged in farmwork 
vas 421,000, of whom 324,000 
were members of families, 
0,000 were permanent em- 
ployees, and 37,000 temporary 
mployees—a decline of 20,000 
) the total as compared with 
1952 and 116,000 as compared 
with 1938. 


A typical country 
scene in Waterford. 
The 1954 wheat 
crop will enable 90 
per cent of the 
bread requirements 
of the people of 
the Republic to be 
met by home pro- 
duction. The signi 
ficance of the 
achievement lies in 
the fact that wheat 
is not a_ natural 
crop to tTreland 
Photo » Fogra Failte 


FRONT COVER 
picture shows 
the Portarlington 
peatfired gener- 
ating station— 
one of two now 
operating. Elec- 
tricity from the 
bogs is Ireland's 
latest source of 
power. 


The trend in the direction of a 
declining agricultural labour 
force is also to be seen in Great 
Britain. In order to provide a 
comparison, it should be recorded 
at this stage that the figure of 
421,000 in agriculture compares 
with an estimated number of per- 
sons engaged in all industries in 
1953 of 226,000, of whom 145,000 
were employed in the production 
of transportable goods and 81,000 
in building and services 


One promising trend, however, 
is that during the first nine 
months of 1954 the percentage 
of insured persons unemployed 
averaged 8.3 per cent as com- 
pared with an average of 10.1 per 
cent in the corresponding period 
of 1953 


VOLUME OF OUTPUT 


The following figures which 
relate to agriculture, although in 
some respects encouraging, tend 
to confirm the views of the Com- 
mission. In 1953 the volume of 
agricultural output was 34 per 
cent greater than in 1952, but 
only six per Cent greater than in 
1938-39, an increase which does 
not bear comparison with the 
large advance made in the United 
Kingdom 

Since 1938-39 the volume of 
livestock and livestock products 
has fallen by one per cent, while 
that of crops has increased by 26 
per cent 


According to official 


Yields of the 
Major Crops 


. 


Av. yield per acre 


Crop Unit 
1951 1952 1953 
Wheat Cwt 17-6 | 20-6 23:2 
Oats i8 6 in 9 99 
Barley 21-0 | 22-1 | 23-9 
Sugar beet Tons 9-6 10:5 12-6 
Potatoes - 8&6 8 6 & 8 
. 
Changes in 
. 
Agricultural Output 
(1938 9= 100) 
Gross Net 
Year Output Output 
1950 100 2 100-7 
1951 100-9 103.4 
1952 102.4 107-5 
1953 10s: 9 107-1 


But when it is remembered 
that livestock and livestock 
products accounted for more 
than three-quarters of the total 
output in 1953, the situation 
behind the figures becomes 
clearer. 

In June 1954 increases in the 
number of cattle (two per cent) 
sheep (eight per cent) and pigs 
(seven per cent) were recorded 
as compared with 1953, togethe: 
with a fall of 15 per cent in the 
number of poultry The total 
tillage area increased by 60,000 
acres—or 3.4 per cent——between 
1953 and 1954. 

The area under wheat increased 
by 39 per cent, while the oat and 
barley acreage declined by 6.6 
and 13.4 per cent respectively 
An encouraging feature of crop 
production in recent years, how 
ever, has been the increasing 
yields of all the major crops 


@ Continued on page 36 
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The distri 


every 


THERE is no lack of retail 
outlets in Ireland. We 
have one retailer for every 80 
of the population This net- 
work, through which flows all 
consumer goods to every nook 
and cranny of the ccuntry, is 
serviced by 2,180 wholesale dis 
tributors: that is, one whole- 
to every 17 retailers. 

These 37,635 retail shops in- 
clude public houses and garages 
but not restaurants, hotels, hair- 
dressers, betting shops, cinemas 
or other service establishments. 

Just how much 
buy and sell 


these retailers 
is not known, but 
the Central Statistics Office did 
make an attempt to get the in 
formation in 1952. What the 
CSO got was an 83.4 per cent 
response (31.700) which in itself 
was quite an achievement. The 
response from the wholesalers 
was better—-91 per cent—that is, 


1.984 


EXTENT AND SCOPE 


The position at the moment 
therefore, is that we have an up- 
to-date reference for the first 

ne since 1933 to the extent and 
scope of the retail and wholesale 
distributive network in the 

counties The figures of 
sales, purchases, stocks, loca- 

yn of shops, etc., for the 31,700 
retailers and the 1,984 whole 
salers who co-operated with the 
CSO provide valuable data for 
businessmen and for their ad 
visers in advertising, market- 
ng and selling 

Given on this page is a 
lated break-down in which are 
grouped the retailers to show 
their proportion in the cities, the 
county boroughs, the counties 
ind the four provinces, together 
with their purchases and sales 
Included in brackets are the total 
number of retailers in each area 


tabu 


A MARKED TREND 


In keeping with a buying pat- 
now familiar in other coun- 
tries, retailers in Ireland buy a 
substantial portion of their re 
rements direct from manufac- 
rs. This trend is particularly 
marked in the case of department 
nd variety chain stores, 
multiple stores and cash shops 
Despite this, almost all retail out 
lets avail themselves of the ser- 
vices of wholesalers in one way 
or another 
here are 2.180 wholesalers (in 
inufacturers’ agents) in 

We have data on 1,984 


tt 


stores 


This article has been compiled by a SPECIAL CORRESPONDENT 


IRELAND 


as an aid to all those executives who are concerned with advertising, 
marketing or selling in the Irish market. 


Retailers and Their Transactions—1951 


Dublin City and suburbs 

Dun Loaghaire Borough and suburbs 
Cork City and suburbs 

Limerick City 

Waterford City 


Leinster 
Carlow County 
Dublin County and City 
Kildare County 
Kilkenny County 
Laoighis County 
Longford County 
Louth County 
Meath County 
Offaly County 
Westmeath County 
Wexford County 
Wicklow County 


MUNSTER 
Clare County 
Cork County and City 
Kerry County 
Limerick County and City 
Tipperary County 
Waterford County and City 


C ONNACHT 
Galway County 
Leitrim County 
Mayo County 
Roscommon County 
Sligo County 


Usrer (part of) 
Cavan County 
Donegal County 
Monaghan County 


Total 
turnover 


£000 
79.681 
4.631 
12,567 
4.653 
y386 


(5,856) 


2,467 
237 
600 
029 


or 91 per cent, of these firms, and 
from this we see that in 1951 
they bought £161,542,000 worth 
of goods Their sales on own 
account and commission in that 
year totalled £194,787,000. Stock 
increased from £25,232,000 at 
the beginning of the year to 
£32,274,000 at the end, that is, by 
28 per cent Gross margin 
and commission amounted to 
£23,554.000, or 12 per cent of 


total sales 


One-thirteenth of the whole- 
salers had sales of £250,000 and 
over, and these totalled more 
than one-half (54 per cent) of 
all sales. More than 60 per 
cent of the traders had sales of 
less than £50,000, and these 
accounted for only some 12 
per cent of sales. 

The wholesalers of food and 
drink are the largest group with 
680 traders: 642 of these bought 
£53,.305,000 worth of goods in 
1951 and sold £59.427.000 worth 
at a gross profit of £6.313,000 

There are 293 wholesalers of 


builders’ mater In 1951, 232 
of these hi £11,909,000 
worth of go and = sold 
£13,398,000, at a gross margin of 
£2.377.000. Stock increased from 
£2,.240,000 to £3,111.000 


CLOTHING AND TEXTILES 


There are 280 traders of cloth 
ing and textiles. In 1951, 266 of 
these bought £18,447,000 worth 
of goods and sold £29,435,000 
worth Stock increased from 
£3,.786.000 to £4.817,000. Gross 
margin was £3,252,000. 108 firms, 
40.6 per cent, had a turnover of 
£10,000 to £50,000 and 22 firms, 
or 8.3 per cent, had a turnover of 
£250,000 and over 

There are 144 wholesalers of 
hardware and electrical goods. In 
1951, 143 of these bought 
£7.860.000 worth of goods and 
sold £10.049.000 worth Gross 
margin was £1,903.000 Stock 
increased from £1,708,000 to 
£2.267,000. The largest number 
of traders, 62, or 43.4 per cent 
had a turnover of £10,000 to 
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nook and cranny 


Retail and 
Wholesale Trade 
Journals 


Here are some of the 
leading journals that cater 
for Ireland's retail and whole- 
sale trades : 

Irish Wholesale Grocer 
RGDATA Review 

Irish Baker 

Bakery Trades Journal 
Irish Confectioner 

Irish Chemist and Druggist 
Irish Cycle Trader 

Irish Draper 

Draper's Mirror 

Irish Electrical Trader 

Irish Radio & Electrical Trader 
Irish Hardware & Allied Trader 
Irish Jewellery & Fancy Goods 

Journal 
Trish Jeweller 
Irish Licensing World 
Licensed Vintner & Grocer 
Irish Meat Trade Journal 
Irish Poultry Journal 
Irish Motor Trader 
Irish Motor Trade Journal 
Eason's Bulletin 
Irish Retail Newsagents’ Ga- 

zette 
Irish Stationery & 

Goods Journal 
The Wholesale Tobacconist 
Irish Retail Tobacconist 
The Distributive Worker 
The Irish Shoe & Leather 

Trader 
Irish Builder & Engineer 

Other industrial journals 
that have a readership amongst 
the wholesale and retail trades 
generally are : 

Irish Industry) 

Chamber of Commerce Jour- 
nal 

Irish Trade Journal 

Irish Management 

Journal of the Federation of 
Irish Manufacturers 


The Irish wholesale trade 
gives employment to 27,667 
persons and pays an annual 
wages bill of £8) million. 

The Irish retail trade em- 
ploys 113,821 persons and the 
annual wages bill is £15) 
million. 


Fancy 


£50,000 ; and 10 traders, 8.3 per 
cent, had a turnover of £250,000 
and over 

There are 49 wholesalers of 
chemists’ wares and photographic 
equipment. In 1951, 47 of these 
bought £2,898,.000 worth of goods 
and sold £3,543,000 worth, at ; 
gross profit of £689,000 
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width lilt ems. 6 columne 

65 screen half tones 

Published every Friday. 

Copy date Dublin lays prior to 
publication 

( London 10 days prior to 

publication. 

ADVERTISEMENT MANAGER 

W.J. McConnell, Radio Review Ltd.. 
34 Grafton St.. Dublin 

Phone: 73531/2. 

LONDON REPRESENTATIVE: 

Dennis W. Mayes Lid., 

69 Fleet Street, London, E.C.4 


CENtral 4447 


(AND MONEY) 


WIDE AWAKE ADVERTISERS with an ear to the ground 
know why space in RADIO REVIEW brings such handsome 
returns. Apart from two national Sunday Newspapers, 

it has the largest circulation of any weekly paper in Ireland. 
RADIO REVIEW works a seven day week too, because 

it gives full Radio programmes for Radio Eireann, B.B.C., 
A.F.N. and Luxembourg for every day of the week 

And with stage and screen news . . . reviews and pictures . 
health, beauty and home hints 


. cartoons and sporting 
features it is the national weekly which reaches all the 
family. One advertisement in RADIO REVIEW is 


a seven-day campaign in the homes of Ireland 


THE IDEAL ALL-DAY EVERY DAY 
AUDIENCE FOR ADVERTISERS 
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How to appeal to people 


IRELAND 


in the Irish Republic 


" ADDY—the broth of a 
boy,” “Paddy the cope,” 
“Paddy, the next best thing.” 


He's easy-going, he’s 
romantic, he’s good-natured, 
he “scraps.” In the mass he 


maddens you ; individually he 
charms you. He won festoons 
of VCs in the world war; in 
both world wars, and at the 
same time he “comforted the 
King’s enemies’—he denied 
you the use of his harbours 
The Queen, your Queen, is big 
news in the English newspapers 
circulating in Ireland, and Irish 
women devour every word 
about her. But if she drove 
through the streets of Belfast 
the Republicans would bitterly 
resent it. 


UNPREDICTABLE RACE 


For sheer perversity, for sheer 
un-understandable, unpredictable 
muddle-headedness was there ever 
such a race of people? 

How ever did they manage to 
collar so many top jobs in 
journalism? 

How does it happen that they 
have given the Empire (sorry. 
can't say Commonwealth | this 
time) so many of her most 
brillant generals? 

How can they so often be 
leaders in commerce and politics 
in the Commonwealth and the 
United States? 


And look at what they have 
done with the language they de- 
plore being born with. They 
compulsorily teach Irish in their 
schools, and produce for the 
English-speaking peoples a galaxy 
of great poets, playwrights and 
novelists like Yeats, Joyce, Shaw 
ind O’Casey out of all proportion 
to their numbers 


You cannot class them as 
foreigners, and “dammit, sir,” 
are not English, for they 
do not play cricket, but a weird, 
dangerous, fast game called hurl- 
ing. A handful of their school- 
boys play your game of rugby. 
and can hold their own with the 
best of other nations. You come 
over for the England v. Ireland 
match and hear tens of thousands 
of Irish people cheering them- 
selves hoarse though eight out of 
10 are there because it is an 
“international” and know as 
much about the game as you or 


they 


they do about pelota 

When you advertise to them 
you have to worry about such 
things as feast days and fast days. 
When you want to start a big 
campaign for a food, or drink or 
confectionery in the beginning of 


the year, you are set back on 
your heels because you cannot 
reasonably launch it until there 


is some kind of equilibrium fol- 
lowing the Christmas exhaustion 
of the purse and the borrowing 
from the child’s money box for 
the January sales. 


Now this might be the prob- 
lem anywhere, but these Irish 
complicate matters by an irri- 
tating custom of self-denial and 
fasting for six long weeks of a 
period called Lent. This year 
it began on February 23 and 
lasted until April 9% How 
severe the fast is going to be is 
decided by the Hierarchy and 
promulgated only a few days 
beforehand .. . so you may 
have to base your plans on 
guesswork. 

It is all rather irritating—and 
you would never guess it was like 
this from your visits to Ireland 
The surroundings in the Shel- 
bourne Hotel or the Gresham or 
Hibernian are so civilised, so 
practically British, and the people 
one meets are so much one’s own 
sort of people. 


NO DISTANT RELATION 


The Jrish Times surely is a not 
distant relation of The Times, 
and are not the /rish Independent 
and /rish Press the same sort of 
papers as the Daily Express and 
Daily Mail and are not they read 
by the same sort of people 
people are just people every- 
where ? 


The answer is . not quite 


The people are not quite the 
same, any more than the French 
or Belgians are quite the same, 
and the aforesaid newspapers are 
not read by people with quite the 
same mentality, class for class, as 
the British people. And the Irish 
Times is very far from being a 
paper based on the style of 
The Times 


If an English tradesman or 
small farmer could sit in the 
home of his Irish opposite num- 
ber any evening they would find 
much in common to talk about 
-but it would be no more so 
than if he sat in a Belgian or 
French house but for the con- 
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By JOHN W. TATE, 


managing director, Arks Ltd., Dublin 


venience of 
language 


In temperament, in back- 
ground, in education, and in 
the approach to many impor- 
tant aspects of life the Irish 
man or woman is to you a 
foreigner. You may get a 
glimpse of this from many of 
the Abbey plays with an Irish 
country town setting, or from 
the Dubliners in the O’Casey 
plays. 


speaking the same 


The advertiser who is insensi 
tive to all this is likely to make 
an imperfect ct with his 
public in ynsequently 


cont 
Ireland. ¢ 


the selling machi will often 
make the same sort of progress 
as a car with a bad contact in the 
make-and-break of the magneto, 


It will go all right, but not so 


well as if these details were in 
charge of a man with specialised 
knowledge 


HARD TO EXPLAIN 


is that it 
explain to an 
wrong with 
| approach. 
ildn't put it 


One of the difficulties 
is often hard 
Englishman what 
his copy or his ger 
It is just that “we w 


that way.” You ist get the 
same sort of 1 n adapting 
American copy f the British 
market 

I recollect pictures of Boy 
Scouts with the fleur-de-lis badge 
in their hats and others of Cubs 
giving their Wolf Cub salute, the 
British advertiser being blissfully 
unaware that bot! f these sym- 
bols meant in Ircland an attach- 
ment to the Empire, and that 
only some of the tiny Protestant 
minority persisted in their loyalty 


to such a way of thinking 

We get pictures of policemen 
and postmen with the usual 
English headgear instead of our 
own variety. We get pictures of 
English villages or sections of 
houses from English towns which 
are typical of your way of life 
and not ours. Recently, I saw 
2 picture of an Irish town drawn 
by an English from a 
photograph burt he had drawn in 
people and carts 
representing the life of the place 
they English as the 
may pole and to an Irish eve most 
incongruous 


artist 


a secuion of 


were all as 


There used to be copy, too 
which talked about “clippies” 
and rationing, and queucing 
when it did not apply here 


There have also been strips which 


show scenes at the “mothers’ 
meeting” or the “vicarage” o1 
dramatise young people aspiring 
to ambitions which are open only 
to you in your large, highly- 
industrialised economy Addi- 
tionally, there has been the use 
of slang which is not in current 
use among the masses of our 
people 

All these things are just a bit 
“off the beam” as far as we are 
concerned 


PATTERN OF LIFE 


A first-class copywriter in a 
London agency may tend to pro 
duce advertisements coloured by 
the background of London life, 
and they may sometimes be out 
of key with life in Scotland or 
Lancashire You may say that 
it is unnecessary to produce 
special copy for various localities 
of your own island and why. 
therefore, should you produce 
special advertisements or adapta 
tions for ours 

The answer is that whatever 
part of the island you come 
from London is your capital— 
the capital of your Empire, or 

Commonwealth; the seat of 

government, the great centre of 

learning, art, theatre, religion 

It is the crystallisation or focus 

of your ethos. Your reader, 

therefore, readily accepts the 
pattern of life or language as 
prevailing in your great capital. 

It obviously belongs to him and 

his way of life and thought. 

The ambitious young Irishman, 
if he dreams of a life expanded 
beyond the confines of his own 
small country, is far more likely 
to entertain visions of the United 
States or Canada where he, or his 
friends and neighbours, have 
relatives basking in prosperity 


WRITING THE 


ADVERTISEMENT 
The British advertiser or adver 
tising agent may ask if we, in 


Ireland, think he should always 
have his, advertisements written 
by an Irishman resident § in 
Ireland 

The answer 
think any such thing 

We do believe, however, that 
often a campaign “hand 
tailored” in all its parts—copy. 
illustration, sizes, dates, etc.—-will 
do a very much better job than 
an English scheme transplanted 
holis polis, or than the most 


is that we do not 


very 


elegant adaptation thereof 


EP 
ey 
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Advertising features are growing 


in the nation’s press 


OUR daily newspapers 
(three of them published 
in Dublin) and five evening 
newspapers (three of them also 
published in Dublin) provide 
for the primary coverage of 
the Republic of Ireland. On 
the latest circulation details it 
iS apparent that one person in 
six of the population buys an 
Irish morning newspaper every 
day 
The national dailies are the 
Irish Independent (currently cele 
brating its Golden Jubilee), Jrish 


re and Jrish Times in the 
uth the Cork Examiner com 
picte the coverage of the 


a substantial circula 


it the southern and 


er nties 


The two Sunday newspapers 


Sunday Inde pendent and Sunday 
Press both have circulations we 
over the 300,000 level and main 


tain the practice of their allied 
dailies by providing blanket c 
erage of the country English 
Sunday newspapers are als 
ported on a substantial scale and 
have built up a wide distributior 
but survevs show that whether an 
Irish reader buys an Englist 
Sunday newspaper or not he ce 
tainly buys one or other of th 
two Dublin-published Sundays 


GROWTH OF EVENINGS 


Within the past year a third 
“evening” has been added 
Dublin—the Evening Press which 
entered the field in competitior 
with the Evening Herald and 
Evening Mail in September, 1954 
The advent of the Press has de 
veloped coverage by “evenings” 
on a hotly competitive basis to 
most parts of the country by the 
Press and Herald; the Evening 
Mail has mainly concentrated 
on the Dublin and home counties 
area 

In the south the Cork Examiner 
produces the Evening Echo for 
Munster distribution, and in the 
south-east the Waterford Eve mine 
News provides coverage through 
out the area : 

Advertising features which 
have been developing at an in 
creasing rate over the last few 
years, have continued to expand 
The /rish Independent and Irish 
Press and their respective evening 
newspapefs are the principal ex 
ponents of this form of presenta 
tion which has been expanded to 
cover industries and areas in ad 
dition to the more routine annual 


events which have always been 
capable of promotion into sub- 
stantial features such as the 
Royal Dublin Society Shows and 
the main agricultural shows 
throughout the country The 
Irish Times mainly favours the 
inserted supplement technique 


PROSPEROUS READERSHIP 


The provincial press in Ire 
‘and has a very solid readership 
among the public in the smaller 
towns and the farming com 
munity which is in a prosperous 
state and developing from its old- 
style conservatism to absorb 
modern machinery methods on a 
large scale This is a market 
which is also being well served 
by farming periodicals, such as 
the Irish Farmer's Journal and 
the Farmers’ Weekly, which—al- 
though English farm journals are 

nported and read—continuc to 

sper because they are more 
lirectly in contact with Irish con 
iitions and developments. A 

me magazine with a large cir 
lation in this rural market is 
he long-established J/reland's 
Own which ts virtually alone in 
ts field 

In the field of light reading 
/imes Pictorial has the pictorial 

»proach 


By OUR DUBLIN CORRESPONDENT 


Humour is the basic ingredient 
of both Dublin Opinion and the 
rather younger Passing Variety, 
and—despite the apparent small- 
ness of the market—there are a 
number of other “doubles” which 
seem to thrive on competition 
despite the over-lapping of the 
interests which they serve 


A pair of major examples are 
found among the “glossies.” the 
long-established /rish Tatler and 
Sketch and its post-war rival 
Social and Personal; both are 
basically aimed at the moneyed 
social market and have achieved 
an even wider appeal 


In a country which is pre- 
dominantly Catholic the religious 
press has a considerable influence. 
here again there is dual coverage 
through the /rish Catholic and 
The Standard—the former head- 
ing up a more modern approach. 


Despite substantial competition 
from imported publications there 
are several women’s magazines 
which are both well-established 
and well-regarded by regular 
readerships Among them are 
Woman's Life, which is a popu- 
lar fortnightly ; and two monthly 
periodicals from Grafton Publica- 
tions— Model Housekeeping (now 
in its 28th year) and Woman's 
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Display to appeal to travellers 


Ireland 


FOR HOLIDAYS 


ee ~ 


Fogra Failte, the Irish Tourist Publicity organisation, the transport 


company, CIE, and Aer Lingus 


display Design and production 


joined 


i forces in this travel agents’ 


were by Leon Goodman Displays 


Lid of London 


Mirror which is designed for 
younger women 

Of the specialised publicatiuns 
Irish Nursing and Hospital World 
has a particular interest for a 
large mumber of young women in 
the nursing profession ; from the 
same company comes the Journaf 
of the Irish Medical Association 
which circulates not only in Ire 
land but to many Irish doctors 
overseas 

In a country so devoted to 
sport it 1s rather surprising to find 
comparatively little competition 
existing among sporting publica 
tions. Of course, extensive cover- 
age is given by the “dailies” and 
“evenings,’ but at the present 
time there is only the long-estab 
lished Jrish Field providing the 
full service for all interests and 
particularly racing and hunting 
For the constantly - growing 
motornng public Motoring Life 
has a direct appeal 


RADIO SPECIALISATION 


Another periodical which is 
alone in its field, although the 
use of supplements containing 
radio programmes has been a 
modest attempt at competition, ts 
Radio Review which provides 
details of programmes for Radi 
Eireann the BBC BBC-TYV 
Luxembourg, AFN. and other 
continental stations, together 
with a number of entertainment 
news features It maintains a 
consistent promotional campaign 
including a weekly sponsored 
radio programme, and recently 
added a gramophone record shop 
to its interests on the ground 
floor of its new premises 

Colour advertising has come 
slowly to Ireland, but the J/rish 
Press has been steadily promoting 
interest in its use for advertisers 
Some success has already been 
achieved, but not with the speed 
which might have been anticipated 
in Dublin where a number of 
keen advertising agencies are in 
the field 

Media which so far do not 
seem to have attracted the atten- 
tion which their influence 
deserves are in the literary field 

such as Irish Writing 
(quarterly) and The Bell They 
have not large circulations but 
like religious monthly publica- 
tions such as The Furrow—they 
do have an nfi ence wh ch ‘ s 
easy to underestimate, and their 
“life” is considerably longer than 
that of the average periodical 
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IRELAND’S MOST IMPORTANT NATIONAL DAILY NEWSPAPER 
THE IRISH PRESS (1931) became in a short time Ircland’s most important National Daily 


News . Its policy and ever-increasing influence gave tremendous impetus to the industrial development 
pa po oP 


over the past twenty years, and helped to bring about the preser althy condition of Irish Industry. 


- 


Sunday Press| 


IRELAND’S PREMIER SUNDAY NEWSPAPER 
THE [SUNDAY PRESS (1949)—now Ireland’s premier Sunday "paper—net paid sales greater than 
any other Irish newspaper. 


DUBLIN’S NEWEST EVENING NEWSPAPER 
EVENING PRESS (1954). The latest and most spectacular success in 
Irish newspaper history, securing immediately a substantial portion of the 
Dublin Evening Newspaper market. A measure of its achievement has been 
the tremendous success of the Small Ads 

IT IS A SIGNIFICANT FACT THAT THE EVENING PRESS 


* CARRIES MORE SMALL ADS. THAN ANY OTHER IRISH 
NEWSPAPER. 


ADVERTISEMENT MANAGER: C. J. FURLONG 
London Office: 149 FLEET STREET, E.C.4. Phone: CENTRAL 1737 Manager: Harold Crossley. 


\ ’ “i 4. ; ~ oe a ao a * r ie = ,; 
a 9 om pic =e Pox, aye ae PM a ft . 
> — 1K : eee i . Te : a “3 : ss os ae ee a sf 2 : “rf ff _ P 
Se: _ ae ae “ eh s Ps - ay 4 ; 
— Sie 4 . is oan 
0 ES ee 7 Life ~ - aa 
“te'e : : : ih vi od “ae b= : ion aa eid 
. ; ks i ae 3 re ’ a o ; ; E he: 3 
c : x eet ” ip : a ; 5 , =p ; gis é ; 
p ¥ Pie a ors} ' F 4 , ise 2 ¢ S sie »! ‘ 
== “ Rs ww , j BY aa pa _ % 4 
as a! ‘a ; - ay ieee ae See 28 
Ste MOT 3 i 
ee Y aie * ¥ “aa ‘ ; 6 Ft gd aa a 
“ cae gos he aa ee 
ei aa Bet Sy ay oc 9 ; 2. ; 1s a 
+9 an . : ate : . 4 ¥ ZZ 
. _. ‘ em sig ———— ~ 
i reel , - ; 
—* a er ae . - . = 
. ££ ne ] 4f RECESS : 
SS Jw Ge ~ sev 
i Ts Sl Li e eS ee: 3 
a ; a. = ee 


IRELAND—Supplement to Advertiser's Weekly 10 May 26, 1955 


A Truly National 
Advertising Agency 


Organisation 


e 


ON THE SPOT 


FOR ELOSE PERSONAL CONTACT 


LINKED FOR COMBINED EXPERIENCE AND RESO 
fer~ ast 
ie LONDON Resident Director: j. A. Pearce, AM.I.Ex. 
McCONNELL’S (LONDON) LTD.., St. Stephen's House, Westminster, London, $.W.!. Tel. WHitehal! 5081 
DUBLIN Resident Director: John C. McConnell, B.A., M.I.P.A., F.lnst.D. 


Consult the McCONNELL'S ADVERTISING SERVICE LTD., Publicity House, Pearse St., Dublin. Tel. Dublin 73141 


Principai at MIDLANDS Resident Director: Claude A. Page, M.I.P.A. 
C ’ . (ADVERTISI . h ‘ . Te 4 
your nearest McCONNELL & CO. (ADVERTISING) LTD., 24, The Strand, Derby. Tel. Derby 4932) 


McCONNELL NORTH-EAST Resident Manager David Coney. 


McCONNELL & CO. (ADVERTISING) LTD., 95, Pilgrim St., Newcastle-on-Tyne. Tel. Newcastle 21405 


Service Office. WALES & NORTH-WEST Pesident Director: T. R. Dipple, MLPA. 


McCONNELL & CO. (ADVERTISING) LTD., 25, Princes Drive, Colwyn Bay. Tel. Colwyn Bay 2889 


Incorporated Practitioners in Advertising 
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Cinema advertising can reach a 


weekly 965,000 audience 


By PETER RACKOW, 


director, Cinema and General Publicity Ltd. 


HE past 12 months have 

been the best in the history 
ot the cinema screen as an 
advertising medium, both 1n the 
quantity of advertisement films 
and filmlets exhibited, and their 
quality as film productions 


This trend is not, of course, 
confined to the Republic of Ire- 
land, but is a world-wide move- 
ment to a greater use of the 
cinema screen as one of the main 
planks in an advertising cam- 
paign, and clearly shown by all 
research into the medium in other 
countries 


To provide the advertiser and 
the advertising agency with the 
necessary data on which to base 
an appreciation of the Irish 
market reached by cinema screen 
advertising, a comprehensive sur- 
vey* of the audience com- 
missioned by my company, and 
this information is readily avail- 
able to all who need it for study 


was 


LOCATION OF CINEMAS 


In the Republic of Ireland 
there are 290 cinemas catering 
for its three million population 
which spends £400 million per 
year on consumer goods and ser- 
vices These 290 cinemas are 
sited all over the country wher 
ever there is population to sup- 
port them, and they range from 
the 2,000-seaters in Dublin and 
Cork (with populations of 693,000 
ind 341,000 respectively) to the 
smaller cinemas in the rural 


districts 


In the latter, film  pro- 
grammes are, if anything, more 
important to the local inhabi- 
tants than those in the big 
cities, as they have practically 
no alternative entertainment on 
a comparative scale. 

The average number of weekly 
admissions to the 290 cinemas 1s 
some 965,000, and the ratio of 
admission to seating capacity is 
41 per cent. This is a higher ratio 
than the 34 per cent of admis- 
sions to capacity in England, 
Scotland and Wales, and it is due. 
in my opimion, to the absence of 
large scale competitive entertain- 
ment in the Republic of Ireland 
as compared with the other three 
countries 

In the matter of age groups, 


Irish 4udience for 


There is a higher ratio of cinema attendances (rates 
seating capacity) in the Republic than in England, Scot 


however, the pattern still follows 
closely the trend in England, 
Scotland and Wales ; 73 per cent 
of the 16-24 age group go regu- 
larly to the cinema, and so pro 
vide the advertiser of branded 
goods with a very fertile field in 
deed for the establishment of a 
brand preference. And that pre 
ference can last a long time 
even a lifetime 

The location of the cinema 
audience in relation to retail out 
lets is a point to which not 


ussion {to 


and Wales. 


enough attention ha 
in the past. It 1s tact that the 
@ecople who see screen advertis 
ing in a cinema HY Aithin a very 
short distance of building 
not more than 15 jutes travel 
away in the grea rity of 
cases. This pin-po t 
ship and facilitat 
specific retail den 
To the creatiy 
man 
sistible challenge. w 
limitless and exc 


been given 


reader 
sessment of 


idvertising 
the cinem tlers an ire 
h its almost 


possib lithes 


To the layout artist it gives 
movement and colour; and to the 
copywriter it can give sound with 
the spoken word, thus innumer 
able opportunities and facilities 
for imaginative presentation are 
available which should lead to a 
maximum impact for the product 
or service advertised 
@ Dramatic photography. 
®@ Live demonstration which 
convinces with that “seeing is 
believing” atmosphere. 
@ The fairy-tale quality of 
puppetry or cartoon. 
All these are the realms in 
which the creative man can en- 
visage his story 


DEMONSTRATION IN 
COLOUR 


screen advertising is 
the move™ more and 
more. From detergents to kits of 
home tools, demonstration is 
the theme; and, for time 
yet, the cinema screen will be the 
ony place where large scale de 
monstration in colour will be 
available at comparable 
with other media in terms of cos 
per contact 

That the cinema screen in the 
Republic of Ireland is being 
studied, and the capacity of good 
films and filmlets to sell products 
to Irish audiences well appre 
ciated, is obvious from the de 
mands for screen space by British 
advertisers and ther 


To-day 
gctting “on 


some 


rates 


agents 


Irish manufacturers are now 


‘exhibition minded’ 
By A SPECIAL CORRESPONDENT 


FTER a very slow start 

Irish manufacturers are 
gradually overcoming _ their 
conservatism about exhib» 
tions, and the shows staged 
during the past year have dis- 
played a wider variety of goods 
(and a better approach) than 
ever before 

The Royal Dublin Society's 
Spring Show and Industries Fair 
at Ballsbridge has, for many 
been one of the Vital 


years, 


shop windows for Irish manutac- 
turers, and also for a number of 
English exhibitors. It remains 
one of the best opportunities for 
direct contact with a substantial 
proportion of the agricultural 
community he organisa- 
tion’s Horse Show, in August, is 
the other exhibition event 
of the year in Dublin but 
for a long time, many manufac- 
turers considered that once they 
had shown at Ballsbridge their 


same 


major 


concern with exhibitions was 
over for the year 
To-day, there is a long wait- 
ing list for space in the Balls- 
bridge halls of the Royal 
Dublin Society's event, and a 
better understanding of the 
value of the smaller, les 
general, exhibitions which sre 
being organised in Dublin and 
at other centres. 
At the Ideal Home FExhibi- 
tion it has been particularly 
@ Continued on page 12 
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If you 

want 

to sell to 

Irish Women... 


The women of Ireland are a worth 
while market. and a steadily expanding 
one, for living standards have risen 
tremendously in the past 25 years. 
They buy everything for themselves 
and for their homes and children 
and even more than in other countries 
they influence the buying of their men 
folk. 

There are nearly one and a half million 


of them—and more than a million of 


these live outside the large cities, for 
Ireland is largely a rural market. This 
means that Irish women are best 
reached and influenced by advertising 
in the provincial newspapers, which 
are read closely because they chronicle 
the doings of friends and neighbours 
and record local happenings. 


... the way to 
reach them best 


is through 


IRISH 


/ 


NEWSPAPERS 


Full details of rates, etc., may be obtained from 
Associated Irish Newspapers, 24, Dame St., Dublin 


12 


May 26, 1955 


Reaching rural markets 


with travelling shows 


noticeable that a substantial 

number of the exhibitors are 

English firms, but the example 

they have set is being absorbed 

by Irish organisations. 

A Schoolchildren’s Exhibition 
also produced a substantial re- 
action: after a slow start it 
became one of the most popular 
features in Dublin during the 
period it was staged at the Man- 
sion House. The observable 
results were sufficient to stimulate 
further interest by potential ex- 
hibitors and it is probable that 
the next exhibition will be on a 
greatly extended scale. A grocery 


exhibition, organised by the 


Retail Grocers’, Dairymen’s and 
Allied Traders’ Association, and 
a Drapery Exhibition (planned 
primarily for the trade) both 
showed Irish manufacturers the 
potentialities of exhibitions. 


STAND DESIGN CHANGES 


The high cost of exhibitions 
for small centres of population 
has tended to limit the presenta- 
tions to Dublin and, occasionally 
(as in the Ideal Home Exhibi- 
tion) to Cork There is now 
an increasing tendency to seek 
stand designs in convenient units 
for easy transport to provincial 
locations, an indication that an 
exploitation of this valuable 
market is being planned. 


The Electricity Supply Board, 
in support of its Rural Electrifica- 
tion Campaign, has organised 
mobile showrooms and has 
operated them on a very success- 
ful basis during the past year. 
Apart from the showroom side 
of the project, there is a light 
entertainment feature in the even- 
ings coupled with demonstrations 
of equipment by the team which 
travels with the unit It is 
designed for, and operates in, 
quite small rural centres where 
it would be both uneconomic and 
impracticable to stage any other 
type of exhibition. 


AGRICULTURAL SHOWS 


_ The rural market, which is so 
important in Ireland, can be still 
further cultivated by means of 
these travelling exhibitions; and 
also by the greater participation 
by manufacturers at agricultural 
shows Some organisations, 
directly associated with the pro- 
duction of agricultural equip- 
ment, feeding stuffs and manures, 
have been consistent in their 
support of these shows. How- 
ever, with the current satisfactory 
financial situation in this section 
of the community, there is a 
eater market than ever before 
or consumer goods of all types 
but an approach is needed to the 
housewives at these shows 


Considerable progress has been 
made in Ireland with stand 
design but, here again, conser- 
vatism on the part of manufac- 
turers—and reluctance to invest 
money in modern display 
material—still gives a rather 
out-of-date look to many of the 
stands at such events as the 
Spring Show. There are several 
firms in Dublin producing ex- 
cellent display material and 


Television in 


the Republic 


ROSPECTS for commer- 

cial television are remote. 
The responsible minister has 
spoken many times to this 
effect. Moreover, it is known 
that offers for the setting-up 
of a commercial television 
system (including one which 
proposed to offer the Irish 
government a specified num- 
ber of hours daily for sustain- 
ing programmes) have been 
rejected. 


building stands for [rish manu- 
facturers. 

But until there is a more 
general acceptance of the 
belief that a stand can do a 
selling job and is not just there 
fo represent a firm because 
they must be “in” the change- 
over to modern principles will 
be slow. 

There is also a considerable 
need in Ireland for the proper 
training of stand personnel for 
exhibitions. Kt is one of the 
weakest points in Irish salesman- 
ship, again through lack of 
appreciation, that a stand is a 
potential point of sale. Inex- 
perienced personnel are fre- 
quently assigned to shows, with 
the result that there is either a 
fantastically aggressive “sales 
approach” that was outmoded 
many years ago, or a “couldn’t- 
care-less-when-can-I- get - off - and - 
what-does-this-one-want” atti- 
tude. Where selection and train- 
ing has been careful the results 
have, I think, shown themselves 
to be worth while. 

Mannequin and dress shows 
are becoming almost too frequent 
in Dublin, and have spread to 
the principal provincial centres 
More careful planning and 
staging would effect a consider- 
able improvement in some of 
them where the attitude has 
apparently been to get the 
clothes on the mode! and get her 
on to the rostrum as soon 4s 
possible. A little “production” of 
these shows would be helpful 

They are al! matters which wil! 
gradually be ironed out as Ire 
land develops its exhibition 
comsciousness a little more 
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~~ 27, 7, 790 WEEK a 
No other medium can touch THE KERRYMAN for pulling power Ray, AND RISING 
in County Kerry and North Cork. 

“Yee, STEADILY! 


One-seventh of the total business of the Republic of Ireland is trans- _ 
acted in the counties of Kerry and Cork. 


: > aie net sale of the Kerry edition of THE KERRYMAN is substantially more than double 5 


; the combined sales in County Kerry of the four National morning newspapers published in the Republic. 


i 2 
i Morne KERRYMAN is the only Irish newspaper that issues a detailed break-down of certified circulation, 


County Kerry and North Cork, and is read by all income groups. No competitions. 


, x KERRYMAN carries more classified smalls than any other provincial weekly in the Republic. 


I | THE KERRYMAN | 


IRELAND’S GREATEST PROVINCIAL WEEKLY 


HEAD OFFICE : TRALEE, IRELAND 
LONDON REPRESENTATIVES: HUSEY & CO., 92, FLEET STREET, E.C.4. Tel. CENTRAL 8209 


§ Ke sale of THE KERRYMAN is rising steadily. It is exclusively the family newspaper of the people of j 
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that brin of ome com pelling reasons 
why every National Campaign in the 
Ps _Rep blic of Ireland must include 
_ _\ THE KERRYMAN 
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Attitudes are changing 
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Institute of Ireland, closely 
modelled on the older Institute in 
Britain and with similarly high 
standards Almost as a first 
move, the Irish Institute, in con- 
junction with the Dublin voca- 


in 
favour of public relations 


4 tional education authorities, 
‘ began an educational course 
based on a series of 20 lectures 


The response to the an- 
nouncement of this course was 
quite unexpected Where 
some 30 or 40 students had 
been expected, 180 applied for 


By L. A. LUKE, 


vice-chairman, Public Relations Institute of Ireland 


Until it is done, the Irish indus- 
trialists concerned will not get 
full value for the skill they show 
it meeting their financial, 
mechanical and other problems 


the fact that the Irish Manage- 
ment Institute, the Irish branch 
of the Incorporated Sales Man- 
agers’ Association and other busi- 
ness Organisations invited lectures 


admission. Only 112 could be 
N Irish industry, as ¢else- giving good employment in the created between the citizen and admitted, attendances averaged 
where, unplanned public country, Irish buyers too often the private enterprise and govern- 99 per cent, and 88 students 
relations is not enough in Prefer the imported counterpart mental institutions which serve have entered for the diploma 
le ymopetitive condi of their product him. examination. 
Se It is a fact that the Irish-made Growth of the practice of Their average age is 30 and 
Yet “unplanned” des t goods, in quality and value, are public relations cannot be mea- they include army and police 
well the public re ae usually equal, and quite often sured merely by the number of officers. civil servants and sales 
undertaken by wt | nd superior to the imported. To professional public relation offi- managers. in addition to journal- 
governmental organisations i0 impress that fact om people here, cers because (as is perfectly  jsts, public relations and adver- 
Ireland Every ich = hody especially the housewives, is a appropriate with the smaller  tising agency people. Those who 
recognises the necess pu straightforward public relations firms) the public relations re- win the diploma, whether they 
relations in some degree task, requiring some study and sponsibility is often carried by take up public relations as a full 
proses B: Sut few 5 ingenuity, much courage, some sales managers or other execu- time occupation or not, will have 
achieved that full conscio expenditure, a great deal of tives. The old attitude is cer- 4 sound grasp of the principles. 
of the need | lucy jf ’ patience and persistence. tainly changing. Evidence lies in 


SIGNIFICANT STATURE 

The lecturers have included Sir 
Stephen Tallents, R. A. Paget- 
Cooke, the director of Radio 


Eireann, the editor of an evening 


and industrial undertakings of the on public relations during their newspaper, a Jesuit authority on 
United Stat SPECIALISED STUDY 1954-55 sessions. Articles in the psychology, the secretary of the 
The querulous  attitud business journals and frequent department of local government, 
many of the newer Iris} f The fact, however, remains references in the newspapers have and men distinguished in Irish 
whict public benefac that the development of public helped to ensure general recogni- manufacturing and distribution 
by wa i grants is a elations as a specialised study tion, if mot complete under- Even a list of their names gives 
X com ’ ation of lack of a ind practice here offers hope standing, of the term proof that public relations in 
pub 1s policy They that in @he years to come much An important step was the for- Ireland has now attained signifi- 
complain that although they are better understanding will be mation of the Public Relations cant stature 
RELIABLE 
4 4 « 
ADVERTISEMENT SPACE in the 
MeNnNTER 
Irish Times hunts business—and gets it 
° The /rish Times covers the best field 
or sale 
in the whole country: it goes where the most 
promising prospects are: it influences the people 
with spending power. An appropriation used 
IN IRELAND THE TOP OF THE MARKET 
in the /rish Times is a sound investment: 
READS Till 
you can rely upon it for results 
- It won't let you down 
THE TOP OF THE MORNING 
aa LONDON OFFICE 9 FLEET STREET E.C.@ 
ye 
> 


good communication w the 
whole commur which for ) 
years has been a distinguishing 
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London-Trained Manager 


knows your needs 


AFTER SIX YEARS with Mather & 
Crowther Ltd. as account executive, Arks’ 
General Manager Luke Mahon knows 
fror rperience what you need from an 
Irish agency. His experience can help you 
to p your business in Ireland more 
moothly and effectively. 
Arks co-operate with such London 
ncies as S. H. Benson Ltd., John Haddon 
Lid.. Mather & Crowther Lid., 
Booth Waddicor & Partners Lid 
here are a few of the accounts of 
local and international fame which are 
handied in Ireland entirely by Arks 
Bolands Ltd. (lreland’s largest bakery), 
Cherry's Ale(controlled by Arthur Guinness 
Son & Co. (Dublin) Ltd.), Northam Warren 
Corporation, Fry Cadbury (Ireland) Ltd., 
Goodalls of ltreiand Ltd., Lamb Bros 
(Dublin) Lid. Ureland’s largest jam manu- 
facturers), Mineral Waters Distributors Ltd 
Pond's Extract Company Ltd., Chesebrough 
Mfg. Company. 


ARKS LTD 16 Harcourt St., Dublin 
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All over the place... 


Irish eyes all over the place will see your message . . . Positions are available on : Dublin 
they're bound to . . . wherever they’re bound for! Place and Provincial Buses, Road and 
your sales message before Irish eyes continuously, Bridge sites, Railway Stations and 


conspicuously, by means of outdoor advertising on the Canals. Painted Boards, Flood 
nation-wide transport system and sites of Coras 

P Lighting and Neon Signs. Special 
lompair Eireann—Ireland’s National Transport System 
: quotations for Painted Boards. 
and you will reach the greatest number at the 


, ; Rates may be had on applicatior 
smallest cost. Your advertisement will be seen regularly, , pplication for 


effectively, by your use of the splendid positions offered. Solus Positions, Flood Lighting 
A telling message, attractively presented, hits the public and Neon Sign Displays. 
eye and constant viewing will drive it home. Transport Subsidiary will also design 


and print posters for Advertisers. 


Write for descriptive booklet and rates schedule to The Manager 


Transport Subsidiary Limited 


56 UPPER O’CONNELL STREET + DUBLIN 
Telephone : Dublin 46301 Telegrams : Transport, Dublin 
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Scope for tie-in advertising 


is tremendous—and it pays 


By GERALD C. DRAPER, 


assistant publicity manager, Aer Lingus 


OO often a _ harassed 

advertising manager will 
give a sigh of relief when his 
Irish advertising campdign has 
heen prepared and sit back 
content to watch it run its 
course. He has prepared the 
media and insertion schedules 
to go with the copy, layout and 
artwork for the newspaper 
campaign. All the printed 
matter and filmiets are ready- 
in so far as he is concerned the 
job has been done to the best 
of his ability. 


In actual fact, of course, the 
job is really only beginning, for 
this is the time to follow up the 
advertising and merchandise it by 
arranging tie-in schemes wherever 
possible 


AMERICAN LESSON 


Tie-in advertising, or the art 
of selling a product by linking 
it with another one, has never 
been developed in Europe on the 
American scale. The Americans 
realised the value of tie-in adver- 


tising years ago and they have 
brought it to a fine art. If an 
advertising manager starts off 


with the idea in his head that he 
must get the name of the product 
before the eyes of his particular 
market as frequently as possible. 
go far 


then he is 
wrong 


unlikely to 


Se ee 


— 


By tying in advertising 
schemes with other allied pro- 
ducts it is often possible to 
double or greatly increase the 
outlets for window displays, 
posters and direct mail material, 
for both parties concerned. 


You have the shirt manufac- 
turer tying in with the manu- 
facturer of flannel trousers— a 
perfect tie-up because it is usually 
desirable to illustrate one product 
with the other. Cosmetics, on 
the other hand, may be tied in 
with a dress or some other article 
of ladies’ clothing. Sometimes the 
tie-up is merely a play on the 
name of the article, for example: 
“Coronet the Shirt of Distinc- 
tion—Coronet the Lighter of 
Distinction.” 


Perhaps, the best way of illus- 
trating the ramifications of tie-in 
advertising would be to give some 
actual examples of schemes 
arranged in Ireland by Aer Lingus 
in recent months. In these 
examples Aer Lingus, Ireland's 
national airline, was concerned 
with publicising its routes and 
new Viscount airliners through- 
out Ireland. The recent success- 
ful Aer Lingus Viscount an- 
nouncement advertising cam- 
paign, backed up by advertising 
features in the principal Irish 
papers and by extensive press 
and public relations activity, pre- 
pared the ground for tie-in adver- 
tising by exciting public interest 


This window display in Todd Burns, of Mary Street, Dublin, publicised 


the Viscount 


services 


brand of mattress 
On another tie-in occasion the air liner featured in 250 men s 


and the “Viscount” Aer Lingus 


shop displays throughout the Republic of Ireland 


The AER LINGTUS § iscoun: 


An Aer Lingus ‘Viscount’ 
scheme arranged with the 


machines Both the 


RICO-FIN 


poster overprinted for a tie-in advertising 
manufacturers of Trico-Fix home knitting 
manufacturers 


and the air line company 


benefited 


in the company’s Viscounts 

[fhe tie-up with Kellogg's 
Limited, for example, was parti- 
cularly successful. In this scheme 


sugee ed to Kel- 
iid feature a 


Aer Lingus 
logg’s that they sh 


flying model of an Aer Lingus 
Viscount on the back of their 
cartons containing corn flakes. 
Kelloge’s thought the scheme 
was a good one and Aer Lingus 
proceeded to prepare a suitable 


design for the cartons 


MODEL OF AIRPORT 


The Viscount cut-out looked 
so well that Kellogg's asked Aer 
Lingus to prepare another design 


for a second lot of cartons 
featuring a cut-out model of 
Dublin Airport. When both lots 


of cartons were ready it was 
agreed that Acr Lingus would 
overprint 1,000 Viscount Double 
Royal posters with details of the 
ive-away, and these were rfre- 
ent with other Viscount 
material to grocers throughout 
Ireland 


Thus, Kellogg's cashed in 
on the topical interest in the 
Viscount and received valu- 
able quantities of display 
material free of charge, while 
Aer Lingus, on the other hand, 
obtained over 1,000 window 
displays and the opportunity of 
putting their message on 
breakfast tables all over Ire 
land. 


Another tic - in advertising 
scheme was arranged with a shirt 


manufacturer who undertook to 


a new shirt called the 


market 
“Viscount.” 


FLYING TIME CONTEST 


Here again, the Aer Lingus 
Viscount was displayed in 250 
men's shops throughout Ireland 
and in the manufacturer's own 
newspaper campaign. A further 
tie-up with a clothing manufac- 
turer brought about the introduc- 
tion of a national competition 
based on estimating the flying 
time taken by the Viscounts on 
their inaugural flights. The com- 
petition was, of course, featured 
by the manufacturer in a special 
newspaper advertising campaign, 
in his entry forms and showcards, 
and again Aer Lingus Viscount 
material was distributed to over 
200 stockists 


The considerable public in- 
terest in the new fleet prompted 
a number of firms and clubs to 
buy tickets on the aircraft for 
dance and competition prizes and 
one of these ideas was developed 
successfully when Kent Brushes 
Limited decided to offer a holi 
day for two in London with air 
travel by Viscount as first prize 
in their national Irish competi- 
tion. Aer Lingus naturally gave 
every help in arrangements for 
launching this competition and 
contributed to the cost of a 
showcard for display in over 
eleven hundred chemists and 
other stockists throughout the 
country 

The success of the general idea 
encouraged other tie-up schemes. 


@ Continued on page 18 
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IRELAND Weekly 


WOMAN’S 
LIFE 
DUBLIN ... 


@ has by far the largest 
circulation of any Irish 
woman's magazine. 


4{dvertiser s 


Supplement to 


@ is the only one with an 
A.B.C. certificate to prove 


its claims. Over 21,714 
7 copies per issue. 
ae @has been tried and 
a. proved by international 
advertisers who use it 
regularly. 
RATES ON 
APPLICATION 
Managers for Great Britain 
LTD. 
NATIONALADVERTISING REPRESENTATIVES 
131 FLEET STREET, LONDON, E.C.4 
Telephone: CENtra!l 3754, 1960, 3133 
I> 
LZ 
* - e: 
‘ e. y_&? 
Awakened interest; urge to action—both these 
en powerful sales-makers are yours in Ireland if your 


goods are on display. McConnell-Hartley Ltd 
maintain a fleet of vans covering the entire country. 
Experienced display men are at your service for window 
displays, floor or counter displays either building from 
in-stock goods or with special material. 


@ FOR YOUR NEXT CAMPAIGN LINE UP YOUR DISPLAY PLANS WITH 


McCONNELL-HARTLEY LTD. 


37A FLEET STREET, DUBLIN. Tel. 73227 


@ SPECIALISTS IN DISPLAY PRODUCTION AND DISTRIBUTION 


May 26. 1955 


‘Tie-in advertisin g is 


exciting and economical’ 


Among them were the following: 


@500 radio dealers who were 
covered when Phillips Limited 
brought out a radio called the 
“Viscount” ; 

@a manufacturer of boys’ suits 
introduced a new name for his 
range called “Aerling™ (a play 
on the name of the airline) and 
was given permission to repro- 
duce the Aer Lingus crest. 
When this material was dis- 
played it was, of course. 
featured with Aer Lingus 
Viscount material. 

Another manufacturer brought 


out a mattress called the “Vis 
count” and a tie-in window dis 
play was arranged featuring the 


Aer Lingus slogan “You're only 
40 winks from Britain by air 

The tie-in advertising scheme 
with the manufacturers of Trico- 
Fix knitting machines is vet 
another example of an overseas 
firm launching a product in Ire 
land in conjunction with an 
established national concern. In 
this case, Aer Lingus posters 
were overprinted with details re 
garding the knitting machines 
and the tie-up was based on the 
fact that they were transported 
from Germany to Ireland by air. 

New tie-in advertising schemes 
now being developed by Aer 
Lingus include the promotion of 
a man’s shoe called the “Vis 
count” in conjunction’ with 
Saxone Limited, the operation of 
a Junior Pilots’ Club tn conjunc- 
tion with the Colgate-Palmolive 
detergent called “Pilot"—whereby 
Aer Lingus junior pilots’ wings. 
certificates and manuals would be 
sent to each applicant sending in 
the requisite number of “Pilot” 
box tops 

These are but a few examples 
of the type of successful tie-in 
advertising schemes which can 
be arranged at comparatively 
small cost compared with other 
forms of media. It is important 
of course, to tie up with another 


Free Holiday tn 
LON DON 
Aor Dro! 


By AER LINGTS Viecmwe 


* ee ee | 
‘ emus dnamie an ana 
a ee ee me 
ha nl rote 
Qpommered by the Mate s+ of Wortd samous ~ Kant Brushes 
Tie-in two colour poster for 
Kent” brushes and Aer Lingus 


product which is trying to reach 
the same market, and it is equally 
important to ensure that one 
product does not pull the other 
down because of its cheap nature 

Most advertisers will agree 
that an advertisement for a pro 
duct in a tie-in display—for 
example. a travel poster in a 


furrier’s window—-is twice as 
effective as an advertisement in 
its usual setting The field of 


tie-in advertising in Ireland is an 
exciting one providing tremen 
dous scope for ideas and initia 
tive at little expenditure, but con- 
sistent care must be taken to 
guard against a possibly harmful 
association where the high repute 
of your own concern would be 
lessened. 


And guard must be taken, too 
against the possibility of an un 
scrupulous exploitation of your 
Own campaign by an enterprising 
seller who might try to tie in 
without your consent 


Attractive and powerful display 


4 painted 


at Lower Gardiner 


bulletin board recently put up by 


David Allen & Sons Lid 


Street, Dublin 
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*“Bung-Ho!” 


‘“Bung-Ho!"’, ‘Down the Hatch!"’, “‘Here’s mud 
in your eye!"’, “‘Cheers!’’,—these and many 
other British toasts will be heard literally several 
million times in the licensed premises of Ireland 


during 1955. 
that ** 


But whether the millions of glasses 
cheer’’ will hold your product will very 


much depend on whether you obtain the goodwill 
and selling co-operation of Ireland's 14,000-odd 
licensed retailers, 989%, of whom are independent 
buyers living in their privately owned licensed 


premises. 


You can achieve this swiftly and 


economically by advertising to them in one 
publication—‘‘Irish Licensing World,”’ Ireland's 
only independent licensed trade journal, circulating 
throughout the Republic and Northern Ireland 
among holders of every description of retail 
intoxicating liquor licence, and the wholesale, 
bottling, brewing and distilling interests. 


Irish LICENSING WORLD 


WATIOWAL JOURMAL OF THE 


Details from 


Advertisers and advertised produ 


Adoii naris 


Amstel Lager 

Bagots, Hutton & Kinahan 
Ltd 

Bass 

Benedictine 

Black & White 

Bols Liqueurs 

Bovril 

Bulmer's Cider 

Calgonite 

Cantrell & Cochrane Led 

Chartreuse 

Cherry Bestie Liqueur 


ass Bottle Co.. Irish Led. 


G 
Cognac Hine 
c 


ork Gin 
Courvoisier Cognac 
Crown Cork Co. Irish, Led 
Dawson Bros. Ltd 
De Kuyper's Gin 
Dewar Brice Labe! 
Drambure 
Duff Gordon 
Dunlop, trish Led 
Educational Building 
Society 
Electricity Supply Board 


Garner Liqueurs 


Tom Merry, 


LICENSED TRADE AND INDUSTRY OF THE REPUBLIC AND & 


Advertisement Director, 


cts include 


Garvey's Sherry 

Gaskell & Chambers Lcd 

Gilbey, W. 4& A... Led 

Gonzalez 

Guinness, Arthur Son & 
Co. itd 

Heidsieck Champagne 

Hennessy, jas. & Co. Led 


Hibernian Fire & General 
insurance Co. Lcd 


Hill, Thomas, Engineering 
Co. (Hull) Led 


Hulstkamp Liqueurs 
ideal Capsules Led 

ind Coope & Allsopp Led 
Irish Mist 

irish Ratin Co. Led 

irish Shell Led 

tsabelita Sherry 

Jameson Whiskey 

jeyes Fluid 

Lemon Hart Rum 

Louis XIV Cognac 
Martell Brandy 

Mirafiore Wines 

Misa Sherries 

Munster and Leinster Bank 


National Cash Register Co 
Led 


New Ross Brewery Led 
Non-Drip Measures Led 


12 Merrion 


IRELAND 


Square, Dublin 


Norwich Union Fire 
Insurance Society Led. 

Otard Cognac 

Oud's Advocaat 

Paddy Whiskey 

Pedro Domenca 

Peps:-Cola 

Pimm's No. | 

Pommery & Greno 
Champagne 

Pontifex 

Power's Whiskey 

Royal Bank of Ireland 

Sandeman 

Schweppes 

Seager's Gin 

Seven-Up 

Tayto Crisps 

Thwaites 

Tullamore Dew 

Vat 19 Rum 

Vichy Water 

Vineyard Products Co. Ltd 

Warnink s Advocaat 

Waterford Glass Led 

Williams & Humberc 

Whiteway's Cydrax 

Wm. Younger's Beers 


Zue 


IRELAND Supplement to 


Do we think we are 
the most up-and-coming . . . 
go-ahead . . . challenging . . . 


{dvertisers Weekly 


spirited . . . down-to-earth . . . inspired... 
straight-forward . . . versatile . . . lively . . . 


level-headed . . . individual. . . 
reliable .. . agency 
in Ireland... ? 


The Product. and Service 
we advertise include 


AUTOMAC RAINWEAR MANNEQ 


NYLONS EMERALD F< 


MAx 
FACTOR, HOLLYWOOTL PRE OTTs 
CLEANERS OuFF GOR N SHERRY 
FEDERATION OF —E CREAM MFGS 
MED! SHIRTS FEDERAT Nw ‘ 
TANNERS 68ROOKS. THOMAS 
TC HAMMOND LANE INI 


RUBEROIT NAVAN APPET 


SMITHWICK'S ALES SWISSA 


LUBRICANTS 


v<¢ 
viGZOL 


49 UPPER O'CONNELL STREET, OUBLIN 


Phone 


7946) 
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IRELAND—Supplement to Advertiser's Weckly 


A SOLID ACHIEVEMENT! 
€ 


ag 


OUR CIRCULATION FIGURES, audited 
by Messrs. Kean and Co., Westmoreland 
Street, Dublin, and Certified by The Audit 
Bureau of Circulations show a continued | 
upward trend. 


OUR BOOKS are open to inspection by 
Advertising Agencies or Interested Firms 
wishing to place advertisements with us. 
A.B.C. has Certified that the NETT SALES 
FIGURE for the six months ending De- 


cember 22nd, 1954, stand at 


421,194 Copies 
THIS IS AN INCREASE of 6,930 copies 


over the 1953 January to June figures. 
IT 1S AN INCREASE of 13,920 copies 
over the corresponding period of 1953. 
WE CAN JUSTLY CLAIM ‘ The 
Drogheda Independent ”’ 


iAT 


ail ‘ 


and om 


Weeklies. 
UNSOLICITED TESTIMONIALS from | 


many of our Advertisers have paid tribute 
to the undoubted pulling-power of our 
Advertising Columns, 


Provincial 


When YOU have Money to Spend 


on Advertising 


Spend it Wisely by using the Columns of 


The 
‘Drogheda Independent 


RATE CARDS FROM 


. 9 SHOP STREET, DROGHEDA, IRELAND 
ib Telephone 58 


20 
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Incomes are rising on 


the Irish farms 
By J. J. CARMODY, 


business manager, Irish Farmer’s Journal 


A MERE 15 years ago our 

farming industry in Ire- 
land was at little better than 
subsistence level. Farm _ in- 
comes were low and capable of 
buying only the bare neces- 
sities of life. Expenditure on 
farm machinery and general 
farm equipment was painfully 
small and only a sprinkling of 
farm houses had the amenities 
which city and town dwellers 
looked upon as almost com- 
monplace necessities. That 
was the uninspiring picture of 
Irish farming. 


But the last 15 years have 
shown progressive changes, and 
to-day the Irish farmer is spend- 
ing his increased income from 
more enlightened farming in 
equipping his farm and home 
with modern machinery and 
labour-saving devices. 


This is how Professor P. M. 
Quinlan ef Cork University, one 
of our most foremost agricultural 
thinkers, puts it: 


“Let us pause for a moment 
and think back only 10 years 
on the position of our farmers 
then. No electricity on the 
farms, few tractors and little 
or no mechanisation, with the 
horse and trap as the Rolls- 
Royce of the farming com- 
munity. We have certainly 
come a long way since then.” 


In 1938-39 the gross income 
from Irish farming was £52.2 
million; but in 1953, the last year 
for which figures are available, it 
was £174.4 million. This increase 
is not so spectacular as at first 
sight it seems, because, in the 
main, it has come about as a 
result of the change in prices in 
the farmers’ favour. But there 
has been some increase in farm 
productivity as well 


MORE FOR FEWER 


There is another important 
aspect of Irish farming which 
these figures do not reflect. It is 
that this increased farm income 
is divided among a much smaller 
number of people. In 1953 there 
were 25 per cent fewer farmers 
and farm workers than there 
were in 1939, and this means that 
130,000 fewer people lived on 
£174.4 million in 1953 than were 
supported by £52.2 million in 
1939 


These figures alone mean that 
this lesser number of farmers 
have saved £32 million in labour 


cost, and, taking all factors into 
consideration, statisticians have 
estimated that the buying power 
of Irish farmers has risen by 52 
per cent since 1939. 


The figures show that the Irish 
farmer is spending a substantial 
proportion of his increased in- 
come on farm machinery In 
1939 we had but a few thousand 
tractors—but now we have more 
than 25,000, and in 1954 we im 
ported farm machinery to the 
value of £4.2 million. Added to 
the increased trade for imported 
machines, there has been sub- 
stantial buying of Jrish-made farm 
machinery. It is worth remark- 
ing that Britain supplied us with 
74 per cent of all farm machinery 
in 1954, and has been the main 
source of all farm machines ex- 
cluding combine harvesters. Out 
of a total of £720,000 worth of 
combine harvesters imported by 
'reland in 1954 only £280,000 
worth was supplied by Britain. 


MACHINERY POSSIBILITIES 


The combine harvester market 
up to the present has been domi- 
nated by Germany, but Sweden 
and Belgium are becoming in- 
creasingly aware of the Irish 
market potential for harvesting 
machinery. Continental manu- 
facturers are striving more and 
more to capture this expanding 
market for all kinds of equip- 
ment. Admittedly, British machi 
nery, in most cases, has a price 
advantage ; but it is noticeable 
that, despite this handicap, some 
Continental firms have built 
themselves a lucrative market in 
Ireland. 


An encouraging aspect of the 
Irish market is that there is no 
import duty on tractors and 
farm implements—a privilege 
enjoyed by few other com- 
modities imported into the 
Republic. 


Much of our farmers’ increased 
income has been spent on better 
living conditions Controlled 
combustion’ cookers are generally 
replacing the “hearth fire” and 
obsolete ranges in the country- 
side, 48 per cent of all farms are 
now electrified, and present 
government plans aim at having 
every single farm electrified by 
1959. 


With expanding rural electrifica- 
tion there is a steady and produc- 
tive market for washing machines, 
vacuum cleaners and other 
household articles—as well as 
electric motors and equipment 
suited to the newly electrified 
farmyard. 
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IRELAND—Supplement to Advertisers Weekly 


So film-minded are the Irish people that a recent 
audience-check throughout Ireland's cinemas shows 
the average weekly attendance as 1,000,000—probably 
the highest number of cinema-goers per head of 
population of any country in Europe. 


Through screen advertising you reach the Irish 
market effectively and economically. What other 
medium causes such vital impact, gives such genuine 
solus display to a receptive audience—with all the 
persuasiveness of colour, action, sound ? 


45 WHO KNOW! 


Here are famous advertisers regularly showing filmlets 
or | and 2-minute films booked through CINEMA 
AND GENERAL PUBLICITY LTD. 


AER LINGUS . BEAR BRAND STOCKINGS 
BRADMOLA . BLACK & DECKER TOOLS 
BRYLCREEM . BUTLIN’S . CADBURY'S 
CANTRELL AND COCHRANE . CYDRAX 
CAPSTAN CIGARETTES . CLARNICO MURRAY 
COLGATE’S DENTAL CREAM . CUTEX 
ELECTRICITY SUPPLY BOARD . ESSO 
47\| EAU DE COLOGNE . GOLDEN SYRUP 
HARRINGTONS & GOODLASS WALL LTD. 
HORLICKS . HOVIS BREAD . IRISH 
CREAMERY MILK SUPPLIERS’ ASSOCIATION 
JOHNSTON MOONEY AND O'BRIEN, LTD. 
KELLOGGS . LUX TOILET SOAP . LYONS 
TEA . MEGGEZONES . MERVILLE ICES 
MUSGRAVE TEA . NIVEA CREAM . OVALTINE 
PLAYER’S CIGARETTES . PROCEA BREAD 
PROM . RINSO . STEVENSON’S UNDER WEAR 
STORK MARGARINE . SUNROSE MARGARINE 
START-RITE SHOES . SURF . TINTAWN 
TEA ADVISORY BUREAU . TIPROLEUM 
TIDE . URNEY CHOCOLATES . WHITE RAIN 


CINEMA 
AND 
GENERAL 
PUBLICITY LTD. 

35 UPPER ABBEY STREET, DUBLIN 
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Since we moved into our new home in 


“su November, we have been living amidst a 
pleasant chorus of congratulation from 
clients and visitors. To those who have 


been so appreciative of our blending of 


contemporary and Georgian decor—and 


fiz 
: especially to some of our international 
4 
7 “s clients, who compared our offices favourably | 
7 with any other agency anywhere—our 


i 


— 


warmest thanks. But paper and paint and 


| i 


den 4 


Arte Luce ‘amps do not an agency make. 


SAR Ba PRE 


What really counts at Gardiner Street is the 
vastly greater accommodation, the efficient 


layout, and the general spaciousness of the 


i| | — 


largest buildings in Ireland solely devoted 


to advertising in all its facets. Expansion goes 


ee ret eRe a oTRN 


on apace ; recent and pending additions 


to our staff of nearly fifty will enable us to be 


Fe 


of greater service than ever to our very 


large list of famous clients. 


44 


: O'KENNEDY-BRINDLEY LIMITED + 64 AND 65 LOWER GARDINER STREET, DUBLIN 
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Where to get the right addresses 


for a direct mail campaign 


TOW that 
coming into its own in 
Ireland, advertising people 
in the country and abroad are 
anxious to tap all available 
sources of material for list 
building. 

The compilation of up-to-date 
lists is nearly always a most 
laborious task involving time, 
frustration and, inevitably, 
money There are, however. 
certain sources easy to hand that 
provide the basis of most lists 
These sources in Ireland are, as 
in other countries, the street 
directories, trade _— directories, 
specialised and professional hand- 
books, telephone directories. 
electoral lists, 


direct mail is 


etc. 

The author has had countless 
queries from advertising agents. 
direct mail specialists, and from 
manufacturers, and a few of the 
typical inquiries and broad replies 
are here set out 


ARCHITECTS AND BUILDERS 


I want to send samoles to every 
architect in Ireland ; where can 1 
get the addresses? [he names. 
degrees and addresses of archi 
tects in Ireland (and, incidentally, 
in Northern Ireland also) are in 
the annual Architectural Survey 


(5s.) 


And where can I get the 
addresses of builders? There is 
1 useful list of builders and build- 
ing contractors in the annual 
Building, Construction & En- 
vineering Survey (5s.) 

How about engineers? En 
gineers are listed, name, degree, 
address, in the above BCE Sur- 
vey Also the Northern Ireland 
engineers. A classified section pin- 
points the city and country 
engineers, county surveyors, and 
their assistants 

Is there an available list of 
general medical practitioners, ot 
specialists, or both? Yes, of 
both The Irish Medical 
Hospital Directory (£1 1s.), 
lished annually. lists over 
GPs and specialists 
degrees, address, “phone 
practising, present and 
appointments, papers published 
etc. Doctors in Northern Ireland 
are included 

You will find here also details 
of city and county medical 
officers dispensary medical 


officers, army medical 
officers, and coroners 
Can I contact every dentist in 
lreland? Yes, name, degree and 
address of every practising dentist 
and dental surgeon is listed in the 
Irish Medical and Hospital 
Directory 
How 
auxiliary 


corps 


about those medical 

services—phy siothera- 
pists, ophthalmologisis, chiro- 
podists? Yes, those too are 
listed in the IMHD 


HOSPITALS AND HOMES 


Is there a full list of hospitals 
and of their administrative and 
professional staff available? Every 
hospital in Ireland and Northern 
Ireland is listed in great detail in 
the IMHD. Entries give details 
of administrator, manager, secre- 
tary, matron, pharmacist, dental 
surgeon, anaesthetist, radiologist, 
dermatologist, etc., and visiting 
and consulting specialists. Also 
the number of beds and patients 
treated in the year 

The hospitals are listed in 
county order, and are also alpha- 
hetically indexed. Teaching hos- 
pitals are listed separately 

Where can I get a list of nurs- 
ing homes? A section of the 
IMHD gives the registered nurs- 
ing and maternity homes in each 
of the 32 counties 

How do I contact manufac- 
turers of specific Irish industries? 
Ireland's industries and directors 
are listed in detail in the annual 
O'Neill’ s Who's Who and Indus 
trial Directory (43 4s.) Also 
included are the principal officers, 
directors and committees of in 
dustrial organisations, government 
bodies, state-sponsored com 
panies, agricultural, trade and 
professional associations, etc 

The directory is alphabetically 
indexed 

Where will I get a list of Irish 
hotels? All hotels in Ireland are 
registered at the Irish Tourist 
Board. The board publishes an 
annual list of the hotels graded 
ABC, etc. Also included in this 
list are the approved guest houses 

How about addresses of 
teachers and educational estab- 
lishments? Addresses of teachers 
of primary schools are in the 
Directory of the Irish National 
Teachers’ Organisation; and of 
secondary schools, in the Second 
ary School Year Book Convents 
and religious orders are listed in 


By A SPECIAL CORRESPONDENT 


the TJdrish Catholic 
(lls. 6d.) An alphabetical list 
of national schools is available 
through the Stationery Office 

I want to contact Irish ex- 
porters. You will find most 
Irish exporters listed in the Direc- 
tory of the Irish Exporters’ Asso- 
ciation (3s. The Chambers of 
Commerce will also supply lists 

How can I contact stud farms 
in Ireland? There is a list in the 
annual /rish Hunting Who's Who 
& Year Book (2s. 6d.) 

How can I contact hunt per- 
sonalities? All| hunts (foxhounds, 
harriers, staghounds) are also in 
the 1. HWW. & YB 

Is there a list of Roman 
Catholic clergy available? Yes. 
The Irish Catholic Directory lists 
all clergymen, and religious insti 
tutions Additiona Thom's 
Directory (£4) also \ists all clergy 
and dioceses 

Is the Protestant clergy listed 
anywhere? Yes, in the Church 
of lreland Directory (7s. 6d.) and 
in Thom's Director 


CINEMAS AND GARAGES 
Irish 


Directory 


Can I get a list of 
cinemas? Not readily to hand 
They are included throughout 
Thoms Director ind in the 
Telephone Director They were 
listed in the Cinema Directory of 
Ireland, published a few years 
azo 

How about Irish garages and 
service stations? Ihe same 
applies as above All garages 
were listed in the /rish Motor 
Trade Directory, published some 
years ago 

I want to address samples to 
consumer groups in various parts 
of the city and county. How do 
I get the addresses? Addresses 
of householders in Dublin are 
available in Thom's Directory 
listed by streets. Voters’ lists for 
every part of the state are also 
available through the county 
registrars 

How do I contact retailers of, 
say, hardware or drapery, or 
provision merchants, in any of 
the counties? Very useful here 
is Thom's Director which con 
tains a_ classified commercial 
directory of firms listed under 
specific headings per town and 
country The Tele prone Dire: 
tory would also be helpful 

How do I contact newly- 
married couples? [here is only 


The busy Irish 
postman 


HE Irish postman is a 

busier man to-day than 
he was several years ago. 
What with newspapers, hire 
purchase firms, encyclo- 
paecdias, and now soap pow- 
ders, all using direct mail on 
a wide scale, his postbag is 
getting heavier. 

The most recent load he 
had to carry was from a 
British detergent manufac- 
turer. Coupons without a 
doubt! And the following 
week he was equally well 
weighed down with another 
load of-—yes, more coupons 

from a rival British firm 
whose coupon was almost 
twice the value of the first ! 

And, aside from all this, 
the Revenue Commissioners, 
who really do believe in 
direct mail, weigh him down 
quite a bit. And so, inci- 
dentally, do the Department 
of Posts and Telegraphs 
who have stepped up their 
mailings on finding that 
radio licence reminders 
bring in the money. The 
motor licence people have 
also stepped up their mailing 
of reminders so as to ease 
congestion on staff by deal- 
ing through the post with 
motorists instead of by per- 
soval contact. 


one way watch the marriage an 
nouncements in the newspapers 

Can I get in touch with heads 
of the civil service, government 
departments, members of the 
Dail, ministers of state, county 
managers? Yes The annual 
Irish Garda Directory (4s. 60.) is 
very useful for this type of infor 
mation. This directory also lists 
all Garda barracks and all police 
officers 

I want to contact harbour 
masters and port and docks 
officials The Stationery Office 
has published a useful /rish 
Shipping Handbook (5s.) which 
supplies this and other informa 
tion 


— 
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Better facilities for 


hhh... youre only 40 winks 


from Ireland by VISCOUNT! the poster medium 


By A. J. GAIRN, 


area manager, David Allen & Sons, Ltd. 


HEN reflecting over preparation and of the surfaces 
recent years, one can say [to which they are affixed thus 
without fear of contradiction ™@king possible the longest life 
that outdoor advertising in the ‘°F ¢4ch advertisement and a re- 
Republic of Ireland has shown “Uction in the number of posters 
required for maintenance during 
considerable progress iN PrO- the period of display. This latter 
viding a first-class medium point is of some concern when 
through which a manufacturer one considers the present level of 
can reach the consumer. Pro- printing costs. 


gress has brought improved RECENT EXTENSIONS 
structures, better maintenance, 


and extended facilities To provide the advertiser with 
: facilities on a national basis, sites 

yu ) we) ‘ ~ 
; throughout the country have been erected in the principal 
: Much thought and consider- cities and towns throughout the 
z | abie effort have been expended in Republic. Such fecent extensions 


the rebuilding and placing of as have taken place have, in the 
panels to meet modern trends and = main, been made through the 
it can be said that the sites avail- building of solus panels. Natur- 
able to advertisers to-day bear ally, in a country such as Ireland 
favourable comparison with the where there is an abundance of 
best examples to be seen in the scenic beauty very great care has 


cities and towns in Great Britain. to be exercised in the selection 
The panels are almost without of sites and for that reason facili- 
exception metal faced and pro- ties are somewhat restricted to 


vided with mouldings or other the cities and towns or their 
surrounds to ensure that each immediate outskirts. 


advertisement has a perfect back- . and 
ground from which to carry out Under the Town 


Seeing 
GET THE MOST OUT OF 


its function to the best advantage ai nage ned ena it is 
YOUR HOLIDAY IN | CONTRACTORS’ INITIATIVE for the use of all sites from 


the local authorities before any 


A general impression of : 
types of panels erected to-day panels can be built, and these 
can be obtained from _ the regulations ensure that any 
| example shown below and on structures erected do not seri- 


page 18 ously offend the amenities of 
‘iday! Fi sight to Dublin by In some instances forecourts the district. 

Add two extra days to yo Oliday y straig » Dubli have been provided, not because ep ae ae 
turbo prop Ltsecount, With it 4 Rolls-Royce engines, it S Super- the Planning Authorities have in- Republic to-day "is moving ata 
smooth, super-fast—8s5 mit from London! No crowds, fuss, sisted on these particular ameni faster pace. Less time is spent 
tips. A London-Dublin 17-day return costs only {12.108 ; Manches- ties, but because of the initiative in the home and. therefore. the 
ter-Dublin £6.16s. Other services to Dublin include: Birminghan of the contractors in their outdoor advertising medium is 

(8.108; Bristol {8.198; Car £8.28; Liverpool endeavour to add touches of useful to catch the man on his 


(6.118; Glasgow {7.4 extra appearance to their sites way to work or home or the 


Edinburgh (8.25; Isle Very careful attention is given housewife bent on buying the 
Man f3.108. These f to methods used in the fixing and daily needs of the home. Well 
available deily till Mey 41 maintenance of all posters to en- placed, well designed posters 
eis d 1 sure that when completed, they compel the attention of the 
afterwards midweek only present a neat, clean and un- passer-by no matter how much 
SO MUCH TO DO IN IRELAND! wrinkled appearance. All| modern the hurry and irrespective of the 
See magic Killarney rugged methods are employed in their mode of transport 
Connemara romantic Blarney Castle. Enjoy fishing, sailing, horse- 
racing, golf, tennis, dancing. Or just laze contentedly on golden beaches 


MAKE BUSINESS TRIPS by | unt, too. Amd fly your freight! 


TRAVEL AND PAY THE EASY WAY! Ask about the Aer Lingus 
Credit Plan. Only 10%, before you fly; the rest by monthly instalments. 
Bookings and information from your travel agent, BELA or Aer Lingus in 
London, Tel: WH Iteball 108 


AER LINGUS 


IRISH AIR LINES 


4 modern hoarding built by David Allen & Sons, Lid., at Main 
Street, Donnybrook, Dublin 
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* MASTERS OF SIGNS * 


—— WE ARE PROUD TO STATE THAT WE ARE THE |”  wopeis 


EXIDE OLDEST FIRM OF SIGN CRAFTSMEN IN’ THE EVER-READY 
SHELL REPUBLIC, WE SPECIALISE IN FIRST-CLASS ESSO 


KELLY & SHIEL McCONNELL-HARTLEY 
CRAVEN * A CERAMIC COLOUR PRINTING ON CLASS SWEET AFTON 


x 


MURPHY RADIO GLASS WINDOW PELMETS SILVIKRIN 
GUINNESS GLASS PETROL PUMP PANELS IRISH_ PRESS 
= GLASS WINDOW TABLETS ey 
CHAMPION CLASS SIGN PANELS PILOT RADIO 

vaneees onliadds DAYLIGHT & ELECTRIC SIGNS “aa 

ROAD REFLECTING SIGNS 

* SCREEN PROCESS PRINTS * 


GENERAL SIGNS LIMITED 


DUBLIN. Phone 61258 


Advertiser’s 
Weekly pulls 
FQUR TIMES as much SALES 


-at quarter the cost! 


All thie from one half-page. No wonder 
Shannon were pleased ! But then, 
Advertiser's Weekly is the Journal of 
British Advertising and Marketing and it 
does reach the important people in every 
branch of the Industry. It influences them 


too, and its regular advertisers know that 
A series in 
Advertiser’s 
Weekly 


is a Sales Campaign in itself ! 
180 Fleet Street, London, ECA Tel: CHlAmeery 6844 
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% INFAMOUS LAST WORDS 


LMOST 60", of the buying power in Ireland is situated in rural 
provincial areas. If only, you say, you could get accurate 
directions on how to reach this market. 


e*eeeeeeee#ee @e 
THE AGENCY WITH THE 
LOCAL KNOWLEDGE PLUS 


. ‘ : : : Press Advertising Market Research 
Well, you can obtain the combined brains of one of the greatest Posters & Show- Sales Organisa- 


e 
@ 
authorities on the Irish market today, working in conjunction with © cards oe 
, ; : ; Radio Direct Mail 
an internationally known sales consultant, and skilled and really 
” F ” _ m every recent : independent Survey our 
top-class copywriters (including several technical men who are experts pommel Sate Sues a aaenas Ge say 
4 * Be % 2 four 5 know the market 
in their field) and an art team that rivals any studio in Europe. With g 
experienced Production and Media teams they form the happy staff at 
* 


O’DONNELL, EARL and PARTNERS, LTD. 
22 Earlsfort Terrace, Dublin. Tel. 52936 (5 lines). M Dir.—W. P. O’ Donoghue. 


A consultation on your Irish problems costs you nothing. If we cannot convince you that we 
know what we're talking about—well, anyway, we hope you enjoy the lunch. 
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A wide range of advertisers 


now 


[TURING the coming year 

Irish advertisers will 
spend around £250,000 on 
sponsored radio—more, if the 
Minister for Posts and Tele- 
graphs (the controlling Minister 
for Radio Eireann) will in- 
crease the time at present 
allocated for commercial pro- 
grammes. 


The periods of commercial 
transmission are in the morning 
between 8.15 and 9 a.m., and at 
lunch-time (with the exception of 
Wednesdays. when the lunch seg- 
ment is reserved for “Hospitals’ 
Requests”) The Irish sweep- 
stake organisation has held a 
reguiar 30-minute segment from 
10.30 pm. for a number of 
vears, but otherwise night time is 
not available to sponsors 


Most advertisers are using the 
1S-minute segment, some two or 
three times a week, and most of 
the advertising (38.4 per cent) is 
for food and drink, with choco 
lates taking second place (15.3 
per cent). The range of interests 
which have adopted this media is 
wide—from a car sales organisa 
tion to the Post Office Savings 
Rank, and a music shop to the 
competing interests of: the Elec- 
tricity Supply Board (a govern 
ment-sponsored body) and the 
Dublin Gas Company (a com- 
mercial organisation), with the 
E.S.B. taking three times the air 
space of the gas interests (largely 
because it has a nation-wide 
market) 


SATISFIED WITH RESULTS 


Apparently Irish advertisers are 
satisfied with their results from 
radio advertising, because a num 
ber of them have been using the 
same periods for several years 
some with the same pattern pro 
grammes, others showing a com 


mendable approach with new 
material. Peak listening, accord 
ng to surveys. is reached at the 


lunch-time period, and there is a 
waiting list of sponsors seeking 


time 
In an effort to encourage the 
use of the Irish language any 


sponsors who are willing to make 
announcements in Irish are per- 
mitéed an additional advertising 
content im their programmes 
Several companies have taken 
advantage of this concession and 


now present their “commercials” 
in both Irish and English. Only 
one agency has its own radio pro- 
duction suite, the others use the 
commercial recording studios, 
and small theatres for audience- 
participation shows 

Variants of the disc jockey 
shows are still the favourites with 
sponsors , they are, of course, the 
most economical so far as talent 
costs are concerned. And they 
depend heavily on the personality 
of the disc jockey. Among those 
being used by O'Keeffe's advertis 
ing agency for clients are Eddie 
Byrne, who built up a big stage 
audience at the Theatre Royal 
with a quiz show. A quiz is also 
a feature of his radio show which 
includes interviews (and record 
ings) of top stars 


ROLE OF ACTORS 


[wo former Abbey actors, 
comedian Joe Lynch (star of 
Radio Eireann's “Living with 


Lynch” series) and Ronnie Walsh 
(another “Living with Lynch” 
personality and a co-director with 
Eamonn Andrews of Broadcast 
ing and Theatrical Productions. 
Ltd.), are also on the disc jockey 
team for this agency 
At the present 
©'Kennedy-Brindley have the 
largest number of clients (10) 
with time on Irish radio. Five of 


time, 


go on the air 


By MAXWELL SWEENEY 


these are disc jockey shows, one 
of them featuring Niall Boden, 
who shares’ with Desmond 
O’Kennedy the production work 
on the O'K-B clients’ shows ; Din 
Joc, a regular comedian-enter- 
tainer for Radio Eireann’s nor- 


mal programmes, features in 
another production. Joe Lynch 
reappears for this agency with 
“There's Money in Music” ; Milo 


O'Shea and Maureen Toal (his 
wife), who have a top reputation 
on the Irish stage, are featured on 
regular shows as Mi and 
Maureen” for Chivers and 
among the other top popularity 
shows is the Rowntree’s “Story 
Teller” which has Denis Brennan 


(a leading actor on the legitimate 
stage) reading short stories 

The major problem appears to 
have been, in a number of cases, 
convincing the that 


sponsor 


money invested in talent for a 
special show is wi while 
some are inclined i st on the 
Straight disc jockey technique 
They are fortunate their disc 
jockeys, but not always in the 
scripts which the vide for 
them 


Too often these prove to be 
inane and dull, and although 
the lunch-time listening period 
is regarded as peak listening 
time for Radio Eireann I have 


Galway—estuary of the Corrib 


Ae ‘ a 


The name of Galway has made 


ts way aii round the * 


from all over the world people come to see Gaiway 


repeatedly found among 
listeners some confusion of 
identity of sponsors. The 


straight disc jockey shows are 
sometimes remembered by the 
record-spinner’s name, but not 
by the name of the company 
sponsoring the presentation-—or 
else the wrong “tag” is given 
by a listener to the programme. 
Identification was better with 
the produced-presemation type 
of programme, but comparatively 
few imported commercial pro- 
ductions have so far been used 
“Fabian of the Yard” was one 
exception 


PRESS AGREEMENT 


Within recent months 
Dublin newspapers have reached 
an agreement not to publish 
advertisements containing refer- 
ences to sponsored radio pro- 
grammes, a point which is still 
being contested by advertisers 
The daily programmes published 
im the news columns refer merely 


to “sponsored programme” for 
the segments used for com- 
mercial broadcasting another 


point of irritation to some adver- 
tusers who use both press and 
radio media 


The Gaelic language newspaper 
Comhar and Radio Review are 
the only two publications which 
use time on the air, although the 


Standard was at one time a 
sponsor The Radio Review 
publishes sponsors’ names and 


also includes the Luxemburg 
schedules in its publication 


Despite the freedom which has 


come to Irish radio within the 
past two or three years there is 
stull a substantial volume of 
official rulings regarding what 
may or may not be broadcast 
This is nobody's fault, but the 
system, which decrees that radio 
in Ireland, while given a certain 
amount of day-to-day freedom. 
has still some ties with the civil 
service Ihe Minister for Posts 
and fTelegraphs may be called 
upon in the Dail (Parliament) to 
account for some fault (real or 


imagined) which has offended the 
ears of some deputy'’s constituent, 
Commercial radio has also te 
live down a considerable hang 
over of prejudice—a position 
which may be overcome in time 
as the standard of the pro- 
grammes is gradually raised 
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[reland’s Premter 


Social Montbly 


lished 1890) 
PUBLISHED 1st EACH MONTH 

As in ec” for top-grade results 
in the Ir all Ireland coverage. 
Exclu y acknowledged experts 
rf Fa , Beauty, Hunting, Racing, 
Mot ( Theatre and all current 
Si ( r Events. 


Lavishly Ilustrated 
sf en copy and rates 


Ihe Advertisement Manager Publishers : 

‘Irish Tatler & Sketch,” Wilson, Hartnell & Co. Ltd., 
Commercial Buildings, Dublin Dublin 

Phone: 78551 ‘Grams: Hartnell, Dublin 


Dublin 
Opinion 


Mth year of publication 


Carries your message to 
over 38,476* readers 
in their happiest, most 
receptive frame of mind 


*ABC Net Paid Sales 


BY FAR THE LARGEST 
CIRCULATION OF ANY 
MONTHLY PUBLICATION IN IRELAND 


DUBLIN: 67 MIDOLE ABBEY STREET. DUBLIN 


LONDON: LUDGATE HOUSE, 107 FLEET STREET 
Ciera! 2412. 


May 26, 1955 


How publicity aids the 


fight against polio 


By G. DRAPER, 


publicity director, Central Remedial Clinic 


HE chairman of the Central 
Remedia! Clinic for polio 
and orthopaedic cases in Ire- 
land, Lady Goulding, recently 
stated “Thanks to _ the 
generous publicity we have re- 
ceived from the newspapers, 
Radio Eireann, newsreels and 
other advertising media, the 
public has been made aware of 
this voluntary work and of the 
need for funds to keep the 
clinic operating.” 

The story of the Central 
Remedial Clinic is, in itself, 
the story of a _ successful 
publicity campaign and un- 
shakeable evidence of public 
charity in an age where the idea 
of the welfare state is quickly 
removing the opportunity for 
“good works” by the indivi- 
dual. 

The Central Remedial Clinic 
was founded in May, 1951, when 
it was realised that there were no 
satisfactory facilities in Ireland 
for the treatment of those people 
recovering from the after effects 
of poliomyelitis. In most cases, 
mothers were unable to bring 
their children backwards and for- 
wards from hospital every day 
and so it was necessary to pro- 
vide some form of transport ser- 
vice for these patients 


TRANSPORT TO CLINIC 


Accordingly, over 100 volun- 
tary drivers were recruited to 
transport the children to and 
from their homes to the clinic 
every day for treatment by 
skilled physiotherapists In 
August, 1951, the clinic had three 
patients—in 1953, two rooms and 
43 patients 

Now, over 100 patients are 
treated at the clinic's lovely new 
premises at Prospect Hall, Goats- 
town, Co. Dublin 

With the exception of the 
physiotherapists, all the workers, 
including the medical board, give 
their services voluntarily and no 
one is required to pay for treat- 
ment 

All this has been accom- 
plished by public subscriptions 
which have been forthcoming 
as a result of the comprehen- 
sive publicity campaign for the 
clinic which has been obtained 
at little or no cost. 

The main effort has been, of 
course, in the newspapers, where 
the work of the clinic, its fund- 
raising drives and plans for the 
future have been fully reported. 
The newspaper campaign has 


been supplemented by a 15- 
second filmlet campaign in some 
of the principal cinemas, and in 
this case the film was made, free 
of charge, by Theatre Publicity 
Limited and space was donated 
by Cinema & General Publicity 
Limited. 


Practically every leading print- 
ing house in Dublin has pro- 
duced direct mail folders, charity 
films, sports or fashion pro- 
grammes and tickets for the clinic 
free of charge. Advertising 
agents and free-lance artists have 
designed posters, folders and 
advertisements for the clinic, 
again without making any charge. 


The blockmakers, too, have 
played their part in contributing 
blocks for the various direct mail 
campaigns. 


SERVICES FREE 


Space on 50 16-sheet hoarding 
sites throughout Ireland has been 
contributed, free of charge, by 
David Allen & Sons, Ltd 

Over 200 bus bills, publicising 
“Polio Week,” were designed and 
printed free of charge and space 
was contributed by CIE, Ire- 
land’s national transport com 
pany, in all principal Dublin 
buses 


Advertisers in Ireland have 
helped in sponsoring advertise 
ments for charity shows and 
Batchelor & Co. Ltd., devoted 
a complete sponsored programme 
on Radio Eireann, shortly before 
Christmas, to a feature on the 
clinic 


One of the clinic's latest 
schemes to raise funds is the sale 
of “Scotchlite” reflectors for cars, 
motor cycles and bicycles, not 
only to individuals but also to 
petroleum and motor manufac- 
turers who are using them for 
advertising give-aways 


Advertisers considering the 
power of commercial TV will be 
interested to know that when 
Lady Goulding recently made a 
two-minute appeal on the famous 
Arthur Godfrey television show 
in New York, it brought in 1,200 
different contributions ranging 
from one dollar to $1,000. 


Display contractors haye pro- 
duced an exhibition stand and 
photographers have contributed 
photographs, free of charge, for 
exhibitions and press purposes 


One of the clinic’s most power- 
ful publicity weapons is a ten- 
minute black and white 16 mm. 
film which is extremely useful for 
showing at charity concerts, 
lectures, etc. 
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The Irish 


DENTAL 


Reaches every 
dentist in 
lreland 


This official quarterly journal of the Irish Dental Association is the 
only publication covering this field in Ireland. Circulation to every 
dentist in Ireland is guaranteed. Specimen copy and Rate Card 


from 43 Parkgate Street, Dublin. 


This quality-produced annual 


Reaches every 
architect 
in Ireland 


survey of important archi- 


tectural projects in Ireland 
has a guaranteed circulation 
to all 


architects in Ireland 


Ireland 


ARCHITECTURAL 


ind Northern 


Specimen copy and Rate 
Card from 43 Parkgate Street 
Dublin 


Reaches the 
important 
grocery outlets 


This monthly trade journal is 
the only publication in Ire- 
land covering the wholesale 
grocery trade. Its readers 
include all leading whole- 
salers and importers. Speci- 
men copy and Rate Card 
from 43 Parkgate Street, 
Dublin. 


WHOLESALE GROCER 


Now in its 6th year of publication, this monthly journal covers the 


important field of building, construction and engineering in Ireland 
Guaranteed controlled circulation. Specimen copy and Rate Card 


from 43 Parkgate Street, Dublin. 


The Irish 


B.C.E 


JOURNAL 


Reaches Builders, 
Contractors and 
Engineers 
in Ireland 


REVIEW 


IRELAND 


fiddvertiser ss Weekly 


Supplement to 


_ SOUTH OF IRELAND 
_ PUBLICATIONS ~— 


DISTRIBUTION 


@ AGREED 


The time and eff 


expended 


n scouring 


adequate distributior rerit 

the correct chore ! 

media necessary to establish 

the essential link between distribution and sale 


@ AGREED ALSO 


That throughout the wndustrial and agricultural 
province of Munster this link can only be procured 
through the concentrated circulations of the influential 
papers on the spot the papers that really cover the South 
" > 
Che Cork Examiner 


46,485 CA 


Cork Weekly Examiner 


944 CA 


Cork Evening Echo 


2,792 CA 


HEAD OFFICE PATRICK STREET. CORK 


Branches at Dublin Limerick Waterford 


London Office: Fleet House, 58 Fleet Street, E.C 4 


Private Wires between London, Dublin and Cork 
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SERVICE TO ADVERTISERS 


SILK SCREEN PRINTING 


First-class up to date complete mechanised silk screen printing service for quantity 
production, including photographic half tones, fluorescents, and infra-red stoved metal 


signs. Samples and specimens on request. 


DEALER DISPLAY SERVICE 


Complete dealer service for window pelmets, advertising signs, poster and contents 
I f g sig I 


boards, signs maintenance, window transfers, window dressing and point of sale displays. 


ADVERTISING DISTRIBUTION 
Advertising distribution and sampling distribution service (door to door) throughout the 


[Twenty-Stx Counties of the Republic of Ireland. 


IRISH FAMILY CRESTS 


Printers and publishers of Irish Family Crests and Armorial Bearings. Enquiries invited. 


HOBSON G4 MORRIS 


TEL. 513% TE 


56, MARROWBONE LANE DUBLIN 


*S DISOEDIS DUBLIN 


——— 
‘_ i 
= 
a 
ce 
- 
a 
w A ” ; 
i . 
a ua 3 
ccm 
ea 
aa 
9 
7 
ber ig 
Mok 
i es 
" 
ay stiy es 
RN 
cs cas 
‘ea 
a 
ate 
wa 
er 
a 
oe 
oe 
ae 
Sn : 
a : 
mt 
Pe ee ; 
ee, : 
Ace aa 
oe | ome 
(eae TY RMS, RS Re 
ae ' 
| a  % x 
A 
ae Many. 3 
o - “a 
~ , whee . 
a id 4 , 
_ : ee 


May 26, 1955 


IRELAND 


Supplement to Advertisers Weekly 


Rapid expansion of trade and 


technical press influence 


AS the trade press of any 

country is so closely con- 
nected with the wholesale and 
retail distributing trades, and 
the technical press dependent 
upon continued industrial 
expansion, it is not possible 
fully to describe such a press 
without reference to the state 
of trade. 


A bad harvest and hard winter, 
and the consequent drain on the 
resources of the farming com- 
munity were reflected in the 
shelves and shop windows of all 
trades. Not only did provincial 
shopkeepers complain of “mark 
ne time” but city traders also 
felt the vacuum created by the 
lack of spending power in rural 
areas 

There was no evidence of a 
slump. On the contrary, every- 
thing indicated a better winter. 
and shopkeepers stocked up to 
meet the expected demand: but 
they will have to carry some of 
that stock forward to next season 


INCREASE IN FLOW 


Sales are reported to 
maintained their 1953 level, but 
the increase in the flow of con 
sumer and capital goods did not 
reach expectations 


That they maintained the 
previous year’s volume is a 
tribute to increased consumer 
advertising. 


have 


That situation is now changing 
and businesses that were dis- 
appointed with their turnover last 
year are now quite optimistic 
about the trend of trade during 
the past five or six weeks. Every- 
thing points to prosperity for all 
sections of the community and a 
particularly prosperous year for 
provincial retail merchants. The 
success of the autumn £20 million 
government loan (doomed by 
pessimists and a past failure) is 
sufficient indication of the faith 
of the individual in the pros- 
perity that lies ahead 


Favourable weather conditions 
since March enabled the farmers 
to smile happily at their work 
and although the fine dry weather 
continues while soil needs more 
rain, the situation is not one for 
anxiety. On the other hand, the 
fine spell and the end of a pro- 
longed ‘flu season has unloosed 
the purse-strings much to the 
advantage of drapers, men’s out- 


fitters, and hardware, electrical 
and household goods dealers 


Furniture sales are higher 
than last year (thanks to hire 
purchase); paint sales are 
greater than ever as a result of 
a reduction in price and the 
spirit of spring, and electrical 
appliance sales have soared 
with the ever-widening market 
resulting from the state-spon- 
sored scheme of bringing the 
national electricity network into 
remote rural areas. Motor car 
(and tractor) sales continue to 
grow and the amount of money 
spent on personal luxuries and 
amusements by the young 
people is higher than ever 
before. 

Che engineering trades are also 
prospering With government 
guaranteed cheap loans, farmers 
who have not already done so are 
improving their land, rebuilding 
their barns, and installing milking 
machines, etc. Prices for cattle 
are good and Irish-bred race 
horses continue to feature among 
the winners on the world’s race 
courses 

Regional hospitals and capital 
improvement schemes provide 
plenty of work for architects. 
engineers, builders—-and as they 
are completed, professional 
management and skill take over 


By T. D. SPILLANE, 


editor and publisher, Irish Hardware and Allied Trader 
and managing editor, Chamber of Commerce Journal. 


That is the 
Irish market as 
the eyes of a trade and 
technical editor, and the press 
in Ireland can record such 
progress 


By their very nature, trade 
and technical papers are con 
temporary observers, noting the 
day-to-day changes of trade and 
industrial behaviour and piecing 
together the trends of events to 
come. Live trade and technical 
papers are an integral part of a 
country’s economic structure and 
play an important role in the 
efficient production, distribution. 
and sale of goods 


picture of the 
séen through 


INTERMEDIARY ROLE 


In Ireland the interest in and 
respect for the trade and techni- 
cal papers’ role of intermediary 
in the production and sale of 
goods has steadily incre and 
there is a general recognition of 
considerable improvement in 
their advertising This 
improvement reflects the att 
tude of advertising ager execu 
tives in the creation of specially 
designed advertisements and is an 
encouraging indication of a grow 
ing recognition of the influence 
of trade and technical paper 
advertising 


sed 


content 


Bright lights 


Dublin seem to 
Republic 


Bright lights in 
prevailing in the 


Retail 


; in Dublin 


general 
continue to rise, prices 


reflect the optimism now 


sales for 


cattle are good, and young people are spending more on pe reonal 
luxuries than ever before 


The Irish Republic is 
a state of transition 
the moment it is a. state 
divorced from the more settled 
trend of progress going forward 
in Great Britain and the Conti 
nent. Moreover the transition is 
only in its initial stages The 
“marking time” at present is a 
consequence of last year’s harvest, 
but the standard of living con- 
tinues to rise and a greatly 
expanded buying power is just 
ahead 

The prosperity of 1953 will un 
doubtedly return. 


The government sponsored 
development schemes already 
planned, together with the rural 
electrification scheme, which has 
been going on for the past seven 
years (and will continue for a 
further seven at least) will ensure 
that all trades will share in 
a prosperity that will continue to 
improve for at least another 
generation. The trade and tech 
nical press has contributed 
towards attaining this state of 
development and prosperity and 
in so doing benefited itself 
considerably 


The nation’s prosperity has 
been reflected in the develop- 
ment of its trade and technical 
press. Before the war we could 
count only three or four trade 
papers and only three technical 
papers. Others came and went, 
as they still do, but during the 
past 10 years the growth of this 
section of the publishing 
industry has been rapid, con- 
tinuous, and healthy, and its 
influence is now considerable. 


That the many journals 
started since the war have lasted 
so long 1s proof of the needs 
they fill and a tribute to the 
editorial content which justifies 
their existence 


Some Irish journals can claim 
to be both technical and trade 
and successfully fulfil the func 
tions of both. Notable examples 
of post-war technical journals are 
Motoring Life (monthly) which 
won respect by its crusading 
spirit and strict independence and 
impartialit It is the only tech 
nical journal that has published 
ABC figures The Trish 
Farmers Journal is the weekly 
organ of the Young Farmers’ 
Clubs movement. It is the only 


@ Continued on page 32 
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FARMERS 


May 26, 


1955 


‘Competition is back in full swing 


GAZETTE 


(Established '842 


IRELAND’S 
Weekly Farming 
Journal 


Gives effective coverage of the 
valuable Irish farming market. 
Specimen 


copy and advertise- 


ment rate card on request 
Head Office : 
179 PEARSE ST., DUBLIN 


T 


elegrams Forme Gozette C n 
Telephone — Dublin 73236 

London Office : 
69 FLEET STREET, E.C.4 


elephone entra 


5453 


— it’s the life of trade’ 


technical paper in the country 
that has attained to the status 
of rotary printing. The /J/rish 
Architect and Contractor 
(monthly) is another paper that 
immediately comes to mind. 


Trade papers that have won 
honours since the war are for 
example, Drapers Mirror, the 
Hotelier, Irish Licensing World, 
Irish Motor Trade Journal, 
Leather and Footwear Journal 
and Print. All of these have 
established themselves in fields 
that were already catered for, 
without any apparent effect on 
the existing journals. 


REFLECTED IN PAGES 


The graph of commerce 
begun a gradual and 
climb This change has been 
apparent to trade observers for 
some time. It is reflected in the 
pages of our trade and technical 
press, all of which are truly 
optimistic about the future. The 
trade barometer is also an indica- 
tion of more trade papers. The 
lrish Stationery & Fancy Goods 
Journal is one of the latest in the 
market, but I understand that a 
new trade journal for a trade as 
yet uncatered for, is being 
planned for the autumn 


has 


steady 


SELL 


@ Published monthly. rut 
TRISH HOTELIER is the Official 
Irish Hotels Federa 
and of the Hotel Res 


Association 


‘3 Ninty-hve 


worth while establishment+ in the 


(irgan of the 
tion and 


taurant 


per cent of the 


Republic of Ireland belong to one 


or both of these organisations 
Subscription to rH IRISH 
HOTELIER is included in A««ocia- 


tion subscription 


E ) Thus, an advertisement in THE 
IRISH HOTELIER will reach 95 


per cent. of Ireland's hotel and 


catering industry and will go into 


every worthwhile 


establishment 


lo Ireland’s Hotel 
and Catering Industry 


THROUGH 


THE 
IRISH 
HOTELIER 


I ondon 


92 Fleet Street, B.C4 


Head (fice Rock 


HUSEY & 


representatives. 


COMPANY 


Tel. CE Ntral 8209 


Street, Tralee, Ireland 


Current issues will confirm that 
the stock display rooms of the 
commercial hotels in Dublin, 
Cork, Limerick, Waterford, Gal- 


way, Sligo, Tralee, and also in 
towns of smaller population, are 
in daily use by manufacturers 
who are now bringing their sam- 


ples on provincial 
addition to their trade advertis- 
ing) and inviting individual 
traders and wholesalers to 
honour them with their presence 
and place an order for the com- 
ing season's trade 


journeys (in 


In the commercial field, com- 
petition is back in full swing 
again; it is the life of all trade 
As all trade everywhere is strictly 
local, the focal point of sales- 
manship for every product 1s the 
retailer's shop counter. No profit 


is claimed until a sale is made 
and paid for. The shop-keeper’s 
profit does not come until his 
whole consignment is sold and 
paid for. The shop assistant can 
make or mar a sale. He is the 
most vital link in the selling 


chain and an approach to him ts 
essential 


PRIMARY CONSIDERATION 


The approach to 
trade must be held worthy of 
primary consideration. While re- 
tailers may served directly 
by manufacturers, they should 
never be overlooked by them; 
and the advantages and uses of a 
particular product not sold direct 
to the retailer should always be 
stressed through trade advertis- 
ing. diverting enquiries to whole- 
salers or regional distributors. 


the retail 


not b 


Trade papers play an impor- 
tant part in advising the retailers 
of new lines; in pleading the 
retailers’ case before manufac- 
turers, wholesalers, and govern- 
ment departments : and in dis- 
suading unfair trading. 


{ Through the arch 


Phot Fogra Failte 
of Clonmel, 


hehind the 


An engaging view 

Tipperary. The men 

retail counters in the small towns 

of the Republic are becoming 

increasingly aware of the value of 
trade journals 


Irish trade papers generally are 
vigorous to-day and play their 
part in helping the trade on the 
one hand and advertisers on the 
other. Circulations may not be 
high (no ABC) but the quality 
is there and the results are there. 
too. A simple test of the pulling 
power of any trade or technical 
paper is for the manufacturer to 
get his representatives, when on 
journeys, to ask the man behind 
the counter what he thinks of the 
particular Irish trade papers in 
his own field. I have no doubt 
that such manufacturers would 
not only increase their spaces but 
would also find a completely new 
sphere of trade relations for the 
consolidation of dealer goodwill 


Advertising on the bus side 


> oe a a ll 


New 


facilities 
lreland 


are now availah 


Single- deck 


panels can be painted 


advertisers sides in 


/ 


wine Pus 


at short 


notice 
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HELPING TO MAKE **T read it in Ireland’s Own” 
SMALL NEWSPAPERS GREAT AND 
GREAT NEWSPAPERS GREATER 


iS OUR BUSINESS ABC Certified Average 
Weekly Net Sale: 37,993 


Advertising at IS - per SCI 


J T ROBSON Over 50 Years Established 
& SON, LTD. No “ Stunts" or Competitions 


Circulates mainly in 


the Country Districts 


80 FLEET ST. 7 & 8 BACHELORS WALK 


LONDON E.C.4 DUBLIN I R E L \ N D so ry 
/ 
CENTRAL 4438 T. D. SPILLANE Lf 4 S ) 4 N 
Genero! Manager 


Phone 778/12 


(W. H. Young, !77/178 Fleet Street, London) 


JACK C. ROBSON 
Managing Director 39 LA Ww ER ORMOND Ot AY - Dt BLIN 


iim, 


m 00 en Ibm 


STANDARD each 


(Catholic Ireland’s National Weekly) the 


MEMBERS OF THE ABC 


STANDARD HOUSE, !2-13 PEARSE ST., DUBLIN . 
medical 


Phone : 77316 (4 lines) Grams: Aquila Dublin 
* 


. . 
Circulating throughout Ireland via the Catholic prolession 


Church, and officials in Schools, Hospitals, 
Convents and other institutions, THE 


STANDARD offers to advertisers an intro- in Ireland 


duction into the influential homes of Ireland 

At 25/- per single column inch, it represents an , oy 
economical and _ effective coverage to a y er sé 
advertisers selling or contemplating selling 

their goods to this wealthy market. 


. . 
Latest A.B.C. figures, specimen copies and in the Irish 


rates will be sent on request 


Aéverisement Manager - M. O'GORMAN Journal of Medical Science 


London Representatives: DENNIS W. MAYES, LTD. Sample copy and Rate Card from 
69 FLEET STREET,E.C.4 Tel.: CENtral 4447 THE PARKSIDE PRESS LIMITED 
ee ae RR ER EER ee RE es 43, PARKGATE STREET, DUBLIN 


May 26, 1955 33 ee 
il 
| 
| OO 
aati | a | 
MED | 
or le 
“ar 7 : = ~~ “ 
(xis Oe 
| e~—> © =) )-] | 
iOK\| SZ |) | 
ll QS HE 
<< 
fama: ome i | 
Le 
PS 
Se 1 


IRELAND—Supplement to Advertiser's Weekly 


a, 
we > 


—a a = 
POISPOF GFF 


IRELAND —the export market at your doorstep 


I'o cover it economically and fully, use 


the advertising pages of the 


GRAFTON PUBLICATIONS GROUP 


tablished 1927 


MODEL HOUSEKEEPING 


Ireland’s Premier Woman and Home magazine— monthly, 6d 
W mM AN S MIRROR 
The maygazi tor vunger woman monthly, Ad. 
mony Nl WSING and HOSPITAL WORLD 
National or e Nursing and Hospital 
Services for over Z monthly, Gd 


BLACK AND WHITE 


Everybux D Popular Topics 


vorld’s reading monthly, Bd 


GRAFTON PUBLICATIONS are also advertising 


contractors for the 


JOURNAL OF THE IRISH MEDICAL ASSOCIATION 


giving complete coverage of the medical profession 
in Ireland, and a large number of Irish qualified 


doctors practising overseas. monthly, 2 
Ker advertisine vas 
GRAP TON PU BL. IC A TIONS, 1 elephones 
Progress House, Dublin 41207, and 
70 North Circular Road 781545 
rapbic addr GRAFPUB, Dublin’ 


a a 


——— 


a 


Sell to the Upper & Middle income 
groups in Ireland through — 


SOCIAL and PERSONAL 


Ireland's Gayest Society Magazine 


PUBLISHED Ist OF EACH MONTH 


Specimen copy and rates from— 

H. V. Gould 

143/144 Fleet Street, 
London, E.C.4 
Telephone: CEN 21/10 
A.B.C. Certified Circulation 


Manager 

Social & Personal Publications or 
3 Palace Street 

Dublin 


Every Home in every Town and 
Village, along by-roads and 
mountain paths, buys a “Local” 
every week. 


EIGHTY PER CENT OF THEM 
IN OUR APPEAL AREA FAVOUR 


“THE DONEGAL DEMOCRAT”’ 


The only Paper printed in Donegal with a Circulation over 
Four Counties. (Audited figures.) 

Published by The Donegal Democrat Ltd., Ballyshannon. Phone 6 

London Office : Kingsgate House, 115, High Holborn, W.C.1. 


Our Appeal Radius 
covers Four Counties: 
DONEGAL, 
LEITRIM, 

NORTH SLIGO 
and FERMANAGH. 
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Growing demand for new 


transport ad facilities 


By E. O’NEILL, 


manager, Transport Subsidiary, Ltd. 


| be its annual report the Irish 

National Transport Com- 
pany (CIE) publishes some 
interesting figures likely to be 
of guidance to advertisers and 
advertising agencies. The 
Statistical returns for the year 
ended March 31, 1954, make 
interesting reading for those 
not familiar with local con- 
ditions. 

In that year the Dublin city 
road passenger services carried 
234,408,609 passengers and 
covered an estimated passenger 
mileage of close on 448 million 
Other city road passenger ser 
vices carried 34,338,048 passen- 
gers whereas provincial services 
carried 9,439,094 Tours and 
private hire accounted for 
873,939, making a grand total of 
279,059,690 passengers carried 
The total mileage covered was 
close on 42 million 

On the rail passenger side the 
total figure for the first and third 
class passengers carried was 
5,971,430 Season (first and 
third class) passengers carried 
amounted to 2.132.076 making a 
grand total of 8,103,506. 


SUBSIDIARY COMPANY 


The control of billposting on 
the railways, road-sites and 
omnibus systems is in the hands 
of a subsidiary company of 
CIE and for the past five years 
the single deck omnibuses have 
been carrying the new near and 
offside panel spaces and, like the 
poster on the hoarding. make 
their fleeting appeal—an appeal 


which is very many times 
repeated. 

These new single deck side 
spaces are used on the CIE 


system and are, as far as can be 
gathered, the first positions of 
this kind in Europe. The Cana- 
dian Omnibus Company is using 
similar spaces. 

There has been a_ great 
demand for these new spaces 
thus showing proof of their 
popularity. The original spaces 
measured 13 feet 7.5 inches 
across by 20 inches in depth 
and the measurements have 
now been increased to 17 feet 
eight inches across by 20 inches 
in depth. 


SAVING THE COST 


The latter increase was adopted 
so that advertisers using paper 
positions on these single deck 
bus sides could also have the 
same poster fixed on double deck 
sides, thus saving the cost of 
having to print separate side 
posters for both double and 
single deck buses. The single 
deck panels can also be painted 
at short notice and the adver- 
tisements fixed on chosen routes 

The panels are removable at 
any time an advertiser is desirous 
of a change of design The 
panels are painted free of charge 
and up to three colours—pro- 
vided the contract is for a three- 
year period or longer. Extra 
colours are chargeable to the 
advertiser, but it should be 


pointed out in this connection 
that the charge for extra colours 


@ Continued on page 35 


Road passenger services in Dublin covered more than 448 million 


passenger miles during the last recorded year. 
ments on the buses are 


Spaces for advertise- 


in considerable demand 
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The scope and size of “NATIONALIST AND 
the religious press 
By a Special Correspondent 


OU should not 
the religious 
Ireland as an _ advertising 
medium. Unfortunately it is 
a common. occurrence for 
advertisers in the lrish market 
to examine in detail the merits 
of the newspapers, periodicals, 
the trade press, posters, cinema 
and radio and ignore the 
claims of the religious publica- 
tions. Yet these publications 
penetrate to practically every 
Irish home where they wield 
unusual influence by reason of 
their authority and __ their 
affirmation of the basic 
religious beliefs of the people 
Of Ireland's almost 3,000,000 
population, some 2,786,033 are 
Roman Catholics; 124,829 are 
Protestant Episcopalians ; 23,870 
are Presbyterians; 8,355 are 
Methodists ; 3,907 are Jews; 462 
are Baptists; and the remainder, 
7,651, are of other religions. 


As might be expected from 
these figures, the religious press 
in Ireland is predominantly 
Catholic. There are two Catholic 
weekly newspapers, some 26 
monthly periodicals, three  bi- 
monthlies, three quarterlies and 
three annuals. There are count- 
less occasional publications such 
as diocesan handbooks and 
parish guides 


These Catholic publications 
are read in every corner of the 
country. A_ glance at the 
number of Catholics in each of 
the four provinces will give you 
an idea of where they circulate 
best. The province of Leinster 
leads with 1,185,000 Catholics. 
Munster follows with 892,971. 
Then comes Connacht with 
482,938, and Ulster (part of) 
with 225,018. 


The Catholic press is vigorous 


overlook 
press of 


and gains much from the frequent 
exhortations of pastors to their 
parishioners to bring Catholic 
publications into the home as an 
antidote to the foreign and 
secular press. The religious orders 
publish many periodicals and 
these achieve very large circula- 
tions through subscriptions from 
members of sodalities, confrater- 
nities and other such organisa- 
thons 


Missionary work is very dear 
to the heart of the Irish people. 
and the numbers of Irish priests. 
nuns, brothers and lay teachers 
working for the church in foreign 
lands is truly astounding. Much 
of the money to enable this work 
to go on is subscribed by the Irish 
people, and practically every 
religious order concerned with 
the mission fields publishes a mis- 
sionary journal of some sort. 


THE PROTESTANT 
JOURNALS 


The Protestant press 
of three weeklies, one monthly. 
and one annual. The distribu- 
tion of Protestants in the four 
provinces is: Leinster 75,225; 
Munster 19,868 ; Connacht 8,492 ; 
Ulster (part of) 21,244. The 
Presbyterians have two monthly 
publications. In Leinster they 
number 7,031; in Munster 838 ; 
in Connacht 596; and in Ulster 
(part of) 15,405. The Jews have 


one monthly publication: in 
Leinster they number 3,579; in 
Munster 295; in Connacht 32; 


and in Ulster one. 


The Methodists and Baptists 
have no specific publications 
Their numbers in the four 
provinces are :—Leinster: Metho 
dist 4,839, Baptist 259; Munster: 
Methodist 1,758, Baptist 165; 
Connacht: Methodist 473, 
Baptist five; Ulster (part of) 
Methodist 1,285, Baptist 33 


TRANSPORT ADVERTISING. continued 


is very much below the cost for 
the original three colours 

Advertising executives should 
seriously reflect what outdoor 
advertising offers when these 
figures are considered The 
figures are not compiled in a 
slipshod fashion. They are based 
actual audited and certified 
returns and are a sound founda 
tion for a pian of action con 
nected with a better media to 
approach the consumer 

In addition to the 288 million 
passengers carried by the CIE 
system it must be remembered 
that this figure is increased by 


many millions more who do not 


use the services but who see 
posters on hoardings, on road 
sites, and on omnibuses 


ARRESTING THE 
ATTENTION 


There is plenty of scope for 
the use of colour in posters. An 
opportunity is thus provided for 
the advertiser to arrest the atten- 
tion of a prospective buyer when, 
in all probability, that person is 
thinking of other things than 
spending money. The passer-by 
may even believe himself to be 
immune from the influence of 
advertising 


LEINSTER TIMES” 


LEADS 
THE 
WAY 


IN LEINSTER 


Circulating 15,101 copies each 
week in Carlow, Laois, Kildare, 
Kilkenny, Dublin, Wicklow and 


N. Wexford, the paper is second 
to none from all view points 


The only newspaper published in 
County Carlow. 


AUDITED SALES. 


Ask for specimen copy and rate card 
42 TULLOW ST., CARLOW 
London Office 


92 FLEET STREET E.C.4 
CENtral 8209 


consists | 


| 

‘THE 
KILKENNY 

‘PEOPLE 


AN A.B.C, PAPER 


Has proved itself the 
outstanding advertising 
medium in this important 
agricultural and industrial 
area, covering as it does 
the whole of County 
Kilkenny and portions of 
Tipperary, Leix, Water- 
ford, Wexford and Carlow 
Published every Friday 
Price 3d. 


ALSO 
THE POST 
Out every Wednesday evening 


Price 14d. 
E. M. Keane 


Managing Director 
KILKENNY PEOPLE LTD. 
Kilkenny 

Kilkenny 15 


Phone 


London Agents : 
HUSEY & CO. 
92 Fleet Street 
Phone: Central 6209 


AGRIGULTURAL 
IRELAND 


OFFICIAL MONTHLY 
JOURNAL 

OF THE CO-OPERATIVE 
MOVEMENT 


Edited by 
HENRY KENNEDY, 


M.A. D.Sc. 
Secretary Irish Agricultural 
Organisation Society Ltd 

* 


NET SALES PROVIDED 
ON REQUEST 


* 


London Office 
80 Fleet Street, E.C.4 
CENtral 443% 


The No.l 
Voice of Two 
Counties 


We only claim the largest 


circulation of any 
Newspaper in two counties 
namely 


SLIGO 


“THE SLIGO CHAMPION: 


and 


DONEGAL 


“THE PEOPLE'S PRESS” 


Two entirely different 
Newspapers with an attractive 
Group Rate. 


THE CHAMPION 


PUBLICATIONS LTD. 
WINE STREET, SLIGO ‘Phone 33 


Branch — 
LIFFORD, CO. DONEGAL ‘Phone 5 
LONDON, 92 FLEET ST. Cen 8209 
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IRELAND 


The 
Westmeath Examiner 
and 


Longford and Meath 
Reporter 


Best advertising medium in 
the Midlands and the only 
paper with a thorough circu- 
lation in Westmeath and the 
borders of the surrounding 
counties. 


Published every Thursday for 
Saturday 


Advertising Rates and Audi- 


tors Certified circulation 
figures on application 
OFFICES : 
Dominick Street, Mullingar 
Westmeath. 
Phone 126 


Manager }. P. Cox 


The Irish 
Midlands 


can be comprehensively covered 


through the columns of The 


MIDLAND 
TRIBUNE 


A.B.C. Sales Certificate 


Rate card, with detailed map of 
circulation area, on application 
to Heod Office 


EMMET STREET, BIRR 
OFFALY, IRELAND 


London Office — 
J. T. Robson & Son Led., 80 Fleer 
Street, London, E.C.4 


Branch Offices at Tullamore, Roscrea 
and Ballinasioe 


Supplement to Advertiser's Weekly 6 


You 
contact 
the 
heart 
of the 


Agricultural 
Community 


by advertising in 


THE 


FARMING POST 


The most progressive farmer 


monthly journal in Ireland 


Published Monthly on the 10t! 
“The Farming Post” really get 
to the heart of the Agricultural 
community It has the best 
written, most informative and 
most interesting igricultura 
and = Horticultural articles 
written by experts 


Full particulars and rates 
application to The Farming Post 
13, Harcourt Street, Dubliy 


“MINE HOST” 


the host of hosts bi- 
monthly 22nd year All- 
Ireland personal contacts 
Hotels, Restaurants, Cinemas 
Production : 74 Albert Road. 
Cork. N.I. Reg. 3290 


“THE 


MUNSTER 
EXPRESS” 


Waterford's Leading News- 
paper advanced still further 
in Circulation and in Columns 
of National Advertising 
space, during the past year. 


, * © 4 es Circulation Net 
Sales in h-East Ireland 


Latest A.B.C. net sales figures 
available. 


HEAD OFFICE: 
37 38 Quay, and 1-3 Hanover St., 
Waterford. 
Telephones : 4953 & 4954 (two lines) 
LONDON OFFICE: 
69 Fleet St.. London, E.C.4 
(Tel. Central 3952) 
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Special organisation to 


handle dollar exports 


illustrated by the accompanying 
figures 

As a result of the very bad 
weather, the 1954 harvest suf- 
fered both in yield and in 
quality, but no figures are avail- 
able at present to show the crops 
harvested or yields per acre 
Another table reflects changes in 
the gross and net output of agri 
culture 

The advantages of an increase 
in output of agricultural produce 
are illustrated by the fact that the 
1954 wheat crop (and wheat ts 
not a natural crop to Ireland) 
will enable 90 per cent of the 
bread requirements of the people 
of the Republic to be met by 
home production. This ts a great 
improvement as compared with 
1931, when flour from home pro- 
duced wheat supplied bread for 
three weeks of the year—about 
seven per cent of total annual 
requirements 


The new 


industries 


OR some time consider- 

able attention has been 
devoted to new industrial 
developments in Ireland, and 
recently comments have been 
made that the lack of attention 
to agriculture, where develop- 
ments might have proved more 
profitable, is going to be made 
good. It is said that if only 
the same energy, direction and 
stimulation had been given to 
agriculture as has been con- 
sistently given to industrialisa- 
tion, the situation to-day, and 
the outlook for the future, 
might be much brighter 


EXPORT PROPOSALS 


As regards foreign markets for 
Irish goods, an organisation has 
been established to deal with all 
problems concerned with develop- 
ing exports to dollar areas and 
other countries (apart from Great 
Britain). Additionally, the Com- 
mission on Emigration recom- 
mended the establishment of an 
Export Corporation whjch would 
have its own offices and trade 
representatives in many foreign 
countries actively seeking orders 
for Irish goods 

The provisional estimate of 
national income for 1953 is £437 
million, an increase of £32 million 
(or some eight per cent) as com- 
pared with 1952. In real terms, the 
increase was of the order of three 
per cent to a level about one- 
fifth higher than in 1938. These 
figures go some way towards con- 
firming the findings of the Emi- 
gration Committee which state 
that emigration had resulted in 


Population of the 
Republic by Age Groups 


Age 1936 ly 
0 4 268266 312.832 
5 y 269.345 281.043 
10 i4 282,783 260.935 
1S—19 268,326 241,182 
20—24 254,513 202,172 
25—29 216,785 198,421 
Ww 34 183,284 191, S66€ 
i1S—44 3$5,325 381,242 
48. $4 309,290 323.901 
SS. 64 273,819 250,908 
65—74 198,941 207 664 
75 and over 87,743 108,727 


Source Census of Population, 1951 


a general raising of the living 
standards of the Irish nation 
Those who had stayed at 
home had benefited from the 
reduced pressure of population 
on existing resources, thus en- 
abling them to maintain and 
improve their income and living 
Stan 
According to the provisional 
figures, the volume of personal 
consumption in 1953 was 14 per 
cent higher than in 1952, and 
roughly one-fifth above the 1938 
level. Additionally, the volume 
of physical capital formation was 
slightly higher than in 1952 and 
about two-fifths more than in 
1938, 
However, the Commission's 
recommendations call for a pro 
gramme of large-scale and long 


Rising standards 


HE volume of production 

for all industries and ser- 
vices for 1953 in the Republic 
of Ireland has been pro- 
visionally estimated at eight 
per cent above the index for 
the preceding year, and the 
preliminary quarterly figures 
for the first two quarters of 
last year showed a further in- 
crease of some three per 
cent . . . this is indicative of 
progress and a rising standard 
of living. 


term investment, far exceeding’ 
the present volume of savings 
which were £52 million in 1953 
as against gross domestic invest 
ment of £73 million and foreign 
disinvestment of £7 million 

Thus to some extent. the 
pattern in the economic sphere 
for a solution of the problems is 
familiar—a higher level of invest- 
ment and energetic development 
of the export trade by industry, 
while at the same time providing 
as far as possible for the require 
ments of the home market. But 
equally it appears that there must 
be a firm emphasis on the maxi- 
mum development of agriculture 
an industry calling for the re- 
sources in which Ireland is 
richly endowed 
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WE CAN THINK 


We can think with you or for you. And 
get the kind of results that show on your credit 


balance. That is providing vow think of us when 


it’s a matter of selling in Ireland 


You see there is a secret way into this worth- 


while Irish market There is a secret way to 


the hearts and pockets of the Irish people. But 
you must be an Irishman to think it out. We 
1ave been leading the way in Irish advertising 


r over SO years 


our secret WE THINK 


IN IRISH 


KENNY’S ADVERTISING AGENCY 


65 MIDDLE ABBEY STREET, 


DUBLIN 


IRELAND 


Supple mien wt 


PHONE 


44714, 43046 


ddvertisers Weedly 


& 
Irish Business 
’ ‘ ai 
can be 
d y 
“DIFFICULT” 
* 
NLESS you appreciate the Irish way of doing 
business “ you may as well go chasin’ moon- 
beams.” 
IGH-PRESSURE stuff doesn’t work but well- 
planned advertising in the ** HAT *’ will 
work overtime for you if you want well- 


informed and appreciative merchants to sell 
your goods for you. 


ET US TELL YOU ahout the firms who use up to 

four advertisements a month—constantly—to 
SELL different products 

Har 


sant, Housewares, TRonmMONGERY 


Farm IMPLEMENTS, CHANDLERY 
APPLIANCES, But Dine p 


MATERIALS, FTK t 


The Irish 


HARDWARE & ALLIED TRADER 


7 & 8 BACHELOR’S WALK, DUBLIN 


LONDON 
MIDLANDS 


80, Fleet St 
89. Mosley St 


London, E.C 4 Uack Robson) 
Manchester McLachilar 


Jame 


* 


SOUTHERN 
STAR 


Leading IRISH Weekly 
* 
Covering 
CORK CITY and COUNTY 
(one-fifth of the Republic of Ireland) 
* 


Certified A.B.C. Circulation 


. 
HEAD OFFICE 
THE SOUTHERN STAR 
Skibbereen 


LONDON OFFICE 
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IRE! AND Supplement fo 


CERIIFIED 
DAILY NETI 
PAID SALES 


77.747 


London Advertisement Manager 


H. D. V. GOULD 
2110 


143-144 Fleet Street, E.C.4. Cen 
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